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HEARST:  WHERE  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY 


SAN  ANTONIO  EXPRESS-NEWS 
DRILLS  DEEP  TO  BRING 
PROBLEM  OF  ABANDONED 
OIL  WELLS  TO  SURFACE. 
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In  Texas,  revealing  the  negative  effect  of  oil  production  on  the  environment  is  tanta¬ 
mount  to  biting  the  hand  that  feeds  you.  For  over  a  century,  the  state's  economy  has 
depended  on  oil.  Now,  the  depletion  of  oil  fields  and  the  downturn  in  production  has  left 
thousands  of  abandoned  wells  in  Texas.  If  these  wells  remain  unplugged,  they  can  pollute 
groundwater,  which  endangers  lives  as  well  as  the  ranching  industry. 

Early  in  1999,  San  Antonio  Express-News  research  showed  that  the  same  state  regu¬ 
lators  who  were  slow  to  acknowledge  underground  pollution  were  financing  their  political 
careers  with  oil  industry  contributions.  As  a  result,  state  government  has  been  forced  to 
respond  to  citizen  demands  to  replenish  the  nearly  empty  Texas  Oil  Cleanup  Fund. 

Uncovering  problems  rarely  wins  any  popularity  contests  for  a  newspaper,  but  it  can 
lead  to  solutions.  That’s  one  more  way  Hearst  Newspapers  enrich  readers’  lives  every  day. 


See  the  San  Antonio  Express-News  online  at  www.expressnews.com 
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‘JonBenet  journalism’ 

Charges  fly  over  everything 
. . .  except  a  child’s  murder  8 


News  sustained  a  whopping 
$52-million  cash-flow  loss  in 
1995.  That  was  due  largely  to 
high  capital  equipment  costs 
that  had  been  deferred,  said 
Martin  D.  Krall,  a  Daily  News 
lawyer. 

Based  on  its  cash-flow  situa¬ 
tion  during  the  years  the  award 
covered,  the  paper  couldn’t  have 
paid  the  arbitrator’s  award,  the 
judge  wrote. 

The  paper  reported  positive 
cash  flow  of  $167,000  in  1997. 
By  contrast,  the  arbitrator 
ordered  payments  of  $4. 1  mil¬ 
lion  the  first  year  and  $8.6  mil- 


Despite  a  personal  $  1 9- 
million  contribution 
from  co-owner  Mor¬ 
timer  Zuckerman  last 
year,  the  New  York  Daily  News 
is  too  cash-poor  to  pay  its  deliv¬ 
ery  drivers  wage  increases 
awarded  in  arbitration,  a  federal 
Judge  said  last  week. 

The  revelations  came  in  an 
opinion  unsealed  Dec.  2,  dis¬ 
closing  the  privately  owned 
tabloid’s  confidential  financial 
information. 

The  Daily  News  reported 
losses  and  negative  cash  flow  in 
three  of  the  six  years  from  1 993 
to  1998.  After  the  $  19-million 
contribution  from  Zuckerman  in 
1998,  the  paper  still  had  a  nega¬ 
tive  cash  flow  of  $127,000  that 
year,  according  to  the  opinion  by 
U.S.  District  Court  Judge 
Thomas  R  Griesa. 

The  Daily  News  was  “ex-  The  arbitrator’s  March  8  rul- 
tremely  gratified”  by  Griesa’s  ing  granted  a  16.9%  raise  over 
decision.  Zuckerman  said  in  a  18  months  to  the  union’s  400 
statement.  "This  decision  lets  us  drivers,  bringing  their  base  pay 
use  our  resources  in  a  way  that  to  about  $9 1 2  a  week, 
will  enable  us  to  continue  our  The  paper’s  eight  other  craft 
commitment  to  editorial  quality,  unions  had  agreed  to  less  than 
to  serve  our  readers  and  protect  3%  raises,  but  would  have  stood 
our  employees.  We  now  have  the  to  gain  the  same  raises  if  the 
opportunity  to  grow  the  Daily  arbitrator’s  ruling  had  been 
News  as  we  intended,”  the  state-  upheld.  All  in  all,  the  paper 
mentread.  would  have  had  to  fork  over 

J.  Warren  Mangan.  a  lawyer  $52.5  million  through  2005. 
for  the  Newspaper  and  Mail  The  Daily  News,  which 
Deliverers  Union,  said  the  union  weathered  bankruptcy  in  1991, 
plans  to  appeal  the  decision.  has  endured  financial  uncertain- 
In  tossing  out  the  award,  ty  ever  since,  with  unexpected 
Griesa  said  the  arbitrator  "mani-  printing-press  bills  coming  on 
festly  disregarded”  critical  fi-  top  of  capital  investments  and 
nancial  information  suggesting  the  launch  of  an  expanded  Sun- 
the  award  would  have  forced  the  day  edition. 

Daily  News,  already  in  dire  After  reporting  positive  cash 
straits,  into  bankruptcy  and  to  flow  of  $33  million  in  1993  and 
close  its  doors.  $20  million  in  1994,  the  Daily 
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Online  papers  need  to  get 
up  close  and  personal 
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ScreamingMedia 
loud  and  clear 


The  Wall  Street  Jour-  ^ 
nal  Interactive 
Edition,  the 
nation’s  only 
subscription-based 
online  service  at  a  large 
newspaper,  has  turned 
a  monthly  profit  for  the  ^ 

first  time.  Editor  &  Pub-  ^ 
Usher  has  learned. 

The  Web’s  online  news- 
paper  pace  car  roared  out  of 
the  red  and  into  the  black  in 
September  after  fueling  up  with 
a  severalfold  boost  in  marketing 
efforts,  sending  out  hundreds  of  S 
thousands  of  direct-  mail  sub-  g 
scription  solicitations  and  hun-  < 
dreds  of  thousands  of  e-mail  y 
subscription  solicitations.  o 
Tom  Baker,  vice  president  x 
and  general  manager  of  the  ^ 
Interactive  Journal,  said  it  z 
decided  not  to  report  on  its  own  i 
first  profitable  month  because  g 
"we  didn’t  want  everybody  to  n 


Mortimer  Zuckerman 


Technology 

Consolidation 
breeds  efficiency 


Shoptalk  at  Thirty 


Mary  Curtis,  The  Charlotte 
Observer.  Page  42 


www.mediainfo.com 


With  the  Conference  Board’s  Help-Wanted  Advertising  Index  —  based  on  ads  in  51  major 
newspapers  —  rising  in  October  (86)  from  the  two-year  low  reached  in  September  (83),  the 
board  forecasts  the  U.S.  unemployment  rate  will  fall  below  4%  for  the  first  time  in  30  years. 


rs  award  set  aside 

It  would  save  the  paper  a  cool  $52.5  million  by  LUCIA  MOSES 


lion  the  second.  As  for  this  year, 
the  paper  didn’t  provide  fig¬ 
ures.  “However,”  Griesa  wrote, 
“there  is  no  indication  of  any 
substantial  change  in  the  trend 
of  the  News'  financial  picture” 
that  would  indicate  it  could  pay 
$10.6  million  as  ordered. 

“For  one  thing,  one  cannot 
simply  assume  that  the  owners 
will  continue  to  make  large  con¬ 
tributions  to  subsidize  losses,” 
Griesa  wrote. 

The  arbitrator,  accounting  for 
the  hefty  award,  said  the  Daily 
News  hadn’t  offered  a  financial- 
hardship  defense,  according  to 


Griesa.  The  News  initially 
refused  to  turn  over  financial 
data,  saying  its  defense  wasn’t 
about  inability  to  pay,  but  then 
changed  course,  saying  it  could¬ 
n’t  pay  the  award. 

Mangan  said  the  figures  had 
no  supporting  evidence,  pre¬ 
venting  the  union  from  analyz¬ 
ing  them.  “It  is  a  self-serving 
document.”  he  said.  The  paper’s 
failure  to  claim  financial  dis¬ 
tress  at  first  suggests  it  could 
have  paid  the  award,  he  said. 

The  drivers  sought  a  bigger 
wage  increase  than  the  other 
crafts  to  bring  their  pay  in  line 


with  their  industry  peers,  Man¬ 
gan  said.  In  1997,  the  Daily 
News  paid  its  drivers  $773.57  a 
week,  while  the  rival  New  York 
Post  paid  its  drivers  $885.65, 
according  to  the  arbitrator’s 
figures. 

“No  private  company  wants 
to  disclose  all  its  internal  finan¬ 
cial  results  to  the  whole  world,” 
Krall  said  of  the  paper’s  turn¬ 
around.  “Nobody  could  possi¬ 
bly  believe  this  arbitrator  did 
what  he  did.”  Krall  wouldn’t 
discuss  the  paper’s  financial 
prospects,  saying  the  case  was 
ongoing.  ■ 


ptive  turns  its  first  profit 


assume  we  were  into 
the  black  perma¬ 
nently.” 


Still,  Baker  called  the 
milestone  “exciting.”  While  the 
operation  “probably”  will  take 
dips  back  into  the  red  “in  the 
next  year  or  two,”  he  said  the 
online  service’s  long-range  fu¬ 
ture  was  “absolutely”  going  to 
be  profitable. 

The  first  moneymaking 
month  was  achieved  even 
though  short-term  profit  was 


“not  our  primary  goal,” 
said  Baker,  who  added 
that  advertising  revenue 
contributed  “a  little  bit 
more”  than 
subscription 
revenue. 

The  massive 
marketing  effort 
boosted  the  pace 
of  new  subscrip¬ 
tions,  which  had 
been  coming  in  at 
a  rate  of  400  to  500  a 
day,  to  more  than  1 ,000 
a  day  on  many  of  the 
weekdays  since  Labor  Day, 
including  11  1,000-plus  days 
between  Nov.  2  and  Nov.  2 1 . 

“With  our  second-half  mar¬ 
keting  push,  we’ve  doubled  the 
number  of  new  daily  orders.” 
said  Baker,  who  declined  to  dis¬ 
close  the  campaign  cost. 

“Most  of  the  [subscription¬ 
marketing]  programs  we’re  run¬ 


ning  are  tradi¬ 
tional  direct 
response,”  said 
Baker,  who  has 
been  using  “a 
variety  of  lists, 
including  a  lot 
of  print  busi¬ 
ness  publica¬ 
tion  [lists].” 

The  regular 
price  for  an  an¬ 
nual  online  sub¬ 
scription  is  $59,  with  two  free 
weeks  added.  The  direct-mail 
and  e-mail  offers  are  both  for 
various  reduced  introductory 
prices.  $39  in  the  case  of  an  of¬ 
fer  mailed  to  E&P.  The  solicita¬ 
tions  all  offered  two  weeks  free. 

The  campaign  has  involved 
“very  little  being  spent  on  gen¬ 
eral  awareness  advertising 
where  it  is  very  hard  to  trace  the 
productivity  of  your  spending,” 
said  Baker,  who  added  that  the 


Tom  Baker 


briefs 

Live  Forbes 
...or  die! 

Bestowing  its  editorial 
endorsement  upon  Steve 
Forbes  in  the  race  for  the 
Republican  presidential 
nomination,  The  Union 
Leader  \n  Manchester,  N.H., 
made  a  move  this  week  that 
would  have  warmed  the 
cockles  of  the  heart  of  its 
legendary  publisher,  William 
Loeb,  gone  these  1 8  years. 

The  firebrand  Loeb  —  a 
hero  to  conservatives,  a 
zero  to  liberals  —  likely 
would  have  stood  up  and 
cheered  the  words  of 
Joseph  McQuakj,  The 
Union  Leaders  current  pub¬ 
lisher,  in  a  Dec.  3  editorial: 
“Steve  Forbes  is  not  charis¬ 
matic.  (Some  would  say  he 
looks  like  a  geek.)  But  he’s 
also  not  a  phony." 

Continuing  along  the 
LoeWike  line,  McQuaid 
dubbed  Texas  Gov.  George 
W.  Bush,  the  race’s  front¬ 
runner,  “a  nice  guy  but  an 
empty  suit.” 

Ohio  old  guard  gets 
new-media  blood 

A  103-year-old  has  finally 
logged  on  to  the  Internet 
age.  Founded  in  1896, 

Ohio  Legislative  Correspon¬ 
dents  Association  (OLCA) 
has  granted  photo],  a 
“cybenwire  service,”  mem¬ 
bership  in  the  OLCA,  mak¬ 
ing  the  online  photo  service 
the  first  new-media  organi¬ 
zation  to  be  inducted. 

The  3-year-old  new- 
media  photo]  (http7/www 
.photoj.com)  offers  unlimit¬ 
ed,  nonexclusive  rights  to 
photos  worldwide  via  the 
Internet,  covering  the  Ohio 
Statehouse,  Ohio  State  Uni¬ 
versity  football,  along  with 
news  and  weather  from 
Columbus.  Its  staff  also 
tackles  special  requests. 

Continued  on  Page  14 
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New  eruption  in  LAT, 
Staples  Center  deal 

STRONGEST  STATEMENTS  YET  BY  LUCIA  MOSES 


strongest  response  “probably  has  been 
[from]  the  old-fashioned  direct  mail.  ...  1 
continue  to  be  amazed  that  the  old  rules  of 
direct  marketing  still  apply  in  the  Internet 
world  in  deciding  how  much  it’s  worth  to 
get  and  keep  a  customer.” 

Executives  at  the  Web  operation,  which 
was  launched  April  26,  1996,  said  they  now 
have  330,000  subscribers;  about  a  third  of 
them  are  subscribers  to  a  print  edition  of 
The  Wall  Street  Journal,  which  costs  $175  a 
year,  or  to  Barron ’s,  also  published  by  Dow 
Jones  &  Co.  Inc.,  and  get  the  online  edition 
at  a  reduced  annual  rate  of  $29.  The  execu¬ 
tives  plan  on  passing  400,000  subscriptions 
next  year  and  expect  to  reach  500,000  with¬ 
in  a  couple  of  years.  Without  giving  a  time 
frame,  they  eventually  expect  to  match  the 
print  edition’s  1.8  million  subscribers. 

In  the  latest  effort  to  further  rev  up  sub¬ 
scription  momentum,  the  Interactive  Jour¬ 
nal  announced  Nov.  30  that  subscriptions 
to  its  service  are  being  sold  in  800  Staples 
stores  nationwide.  Earlier,  on  Nov.  18,  the 
service  announced  an  agreement  with 
Amazon.com  to  sell  gift  subscriptions 
through  Dec.  25.  Both  Staples  and  Ama¬ 
zon.com  are  selling  annual  subscriptions 
for  $49  and  include  an  added  free  month. 

The  Interactive  Journal’s  recent  money¬ 
making  notwithstanding,  there  are  lots  of 
newspaper  and  non-newspaper  interactive 
services  losing  big  bucks.  Online  buzz 
king  TheStreet.com  lost  $16  million  last 
year  and  has  conceded  any  profits  are  still 
years  away.  —  Joe  Nicholson 


Some  of  the  strongest  statements 
yet  by  Los  Angeles  Times  editors 
over  the  controversial  Staples 
Center  deal  came  out  in  a  San 
Francisco  Examiner  story  Nov.  28. 

L.A.  Times  Sunday  magazine  Editor 
Alice  Short  and  Sports  Editor  Bill  Dwyre 
told  the  Examiner  they  learned  the  week  of 
Sept.  20  about  the  paper’s  deal  to  share  rev¬ 
enues  with  the  Staples  sports  center  from 
an  Oct.  10  magazine  issue  devoted  to  the 
arena  —  after  the  issue  was  printed  but 
before  it  was  distributed. 

“There’s  a  lot  of  anger  and  sadness  that 
we  worked  very  hard  on  a  magazine  we 
didn’t  want  to  do,”  said  Short,  who  wishes 
the  LA.  Times  had  disclosed  the  deal  in  the 
newspaper  the  day  the  magazine  came  out. 
“We  did  a  good  job,  and  the  most  we  can 
do  now  is  put  it  in  a  big  pile  and  bum  it.” 

Dwyre  said  he  complained  about  the 
deal  to  Editor  Michael  Parks,  whose  reac¬ 
tion  led  Dwyre  to  believe  Parks  also  knew 
of  the  arrangement. 

“He  Just  discussed  some  ongoing  prob¬ 
lems  we’d  had  with  the  Staples  Center 
deal  from  the  start.  He  didn’t  address  my 
objection  directly,”  Dwyre  said. 


“I  really  don’t  know  when  he  knew,”  he 
added,  speaking  of  Parks. 

Parks  has  said  he  didn’t  find  out  about  the 
deal  until  after  the  issue  was  printed.  L.A. 
Times  Publisher  Kathryn  M.  Downing  has 
said  .she  kept  the  agreement  secret  from  edi¬ 
torial  to  avoid  compromising  the  news  side. 

That’s  inexcusable,  and  wouldn’t  have 
happened  in  the  newsroom  of  10  years  ago, 
said  William  F.  Thomas,  who  retired  in  1989 
after  1 8  years  as  editor  of  the  LA.  Times. 

“He  should  have  known  about  it  right 
from  the  beginning.”  Thomas  said. 
“What’s  changed  is  the  corporate  people 
have  now  taken  an  operative  role  in  the 
newspaper.” 

Downing  has  apologized  for  the  deal, 
chalking  it  up  to  her  lack  of  prior  newspa¬ 
per  industry  experience.  An  L.A.  Times 
spokesman  said  neither  Parks  nor  Down¬ 
ing  were  giving  interviews,  citing  the 
paper’s  ongoing  investigation  by  its  own 
media  writer,  David  Shaw. 

Shaw,  a  Pulitzer  Prize-winner  known  for 
spending  months  on  in-depth  opuses,  said 
he’s  stepped  up  his  pace  this  time,  with  a 
goal  of  finishing  before  Christmas.  ■ 

See  related  stories  starting  Page  20 


Seattle  reporter’s  jallhouse  view 

P-l  SCRIBE  GETS  INSIDE  SCOOP  AFTER  SEATTLE  TRADE  ‘SHOW’  ARREST  BY  JOE  STRUPP 


When  Seattle  Post-Intelli- 
gencer  reporter  Kery 
Murakami  was  arrested 
last  week  amid  the  tear  gas 
and  pepper  spray  of  protests  outside  the 
World  Trade  Organization  conference  in 
Seattle,  he  didn’t  let  little  things  like 
handcuffs  and  jail  cells  stop  him  from 
doing  his  job. 

Although  Murakami  was  quick  to  call 
his  editors  after  his  Nov.  30  arrest,  he  also 
took  note  along  the  way  about  how  police 
were  treating  the  arrested,  how  numerous 
innocent  bystanders  were  being  rounded 
up  with  the  truly  violent  rioters,  and  what 
it  was  like  for  a  local  college  student  to 
spend  a  night  in  jail. 

After  being  released  the  next  morning, 
Murakami  turned  his  experience  into  a 
first-person  account  that  editors  published 
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Dec.  2  on  Page  One  of  the  metro  section. 
After  telling  readers  how  three  police  offi¬ 
cers  “slammed  me  to  the  pavement,  hand¬ 
cuffed  me,  and  threw  me  into  a  van,” 
Murakami  wrote  that  his  effort  to  show 
his  press  credentials  to  the  cops  proved 
fruitless  and  he  was  charged  with  failing 
to  disperse. 

“I’d  been  tear-gassed  six  times  that 
day,”  he  wrote  in  the  story,  which  includ¬ 
ed  descriptions  of  how  police  fingerprint¬ 
ed  Murakami  and  took  his  shoelaces.” 

Murakami’s  story  was  a  highlight  of  the 
stepped-up  coverage  provided  by  both  the 
morning  Post-Intelligencer  and  the  after¬ 
noon  Seattle  Times,  the  P-/’s  joint  operat¬ 
ing  agreement  partner  and  crosstown  rival. 

“We’ve  had  a  number  of  people  cuffed 
and  released  after  police  checked  their 
IDs,”  said  Bill  Ristow,  metro  editor  of  the 


Times.  “The  more  serious  thing,  though,  is 
that  police  were  not  allowing  anyone  to 
possess  gas  masks  in  the  curfew  and 
exclusion  zones.  That  was  essential  for 
[reporters]  to  do  their  jobs.” 

Ristow  said  police  backed  off  on  the 
gas-mask  restrictions  late  last  week. 

On  the  circulation  side.  Ana  De  Give, 
the  single-copy  operations  manager  for 
both  papers,  was  finding  the  whole  thing 
rather  bittersweet.  She  said  the  busy  news 
week  allowed  a  20%  to  30%  increase  in 
single-copy  production,  but  also  caused 
difficulties  for  some  delivery  trucks. 

“In  some  cases  we  have  to  have  people 
get  to  them  by  foot  because  the  trucks 
can’t  get  through  downtown,”  said  De 
Give.  “We  had  some  people  tear-gassed 
and  one  truck  graffitied,  but  we  kept 
restacking.”  ■ 
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Civic  Journalism  is 


About  bringing  in  all  the  players. 


Civic  journalism  can  be  an  important  ingredient  in 
developing  and  improving  our  credibility.  You  get 
journalistic  credibility  by  consistently  demonstrating  that 
you  have  expertise  in  the  topics  you're  covering.  And  you 
can't  have  expertise  unless  you  understand  a  variety  of 
perspectives  on  issues  and  events. 

That  means  not  defining  an  issue  only  in  the  way 
it's  being  debated  at  City  Hall  but  understanding  how  it 
looks  to  a  neighborhood,  to  the  business  community,  to 
communities  of  color. 

One  thing  we  spent  a  lot  of  time  on  at  The 
Oregonian  was  making  our  political  coverage  better.  We 
were  accused  of  bias.  We  felt  we  were  fair  and  balanced. 
But  people  were  saying,  "You're  always  reporting  on  how 
the  money  should  be  spent  but  not  on  what  it  means  to 
me  as  a  taxpayer."  That  looked  like  bias  to  people  and,  if 
you're  talking  about  bias  as  incomplete  information,  they 
were  right. 

So  we  created  a  tax  beat.  Now  we  have  someone 
who  spends  a  lot  of  time  looking  at  the  impact  of  tax 
proposals  and  bringing  depth  to  reporting  the  issue.  We 
have  brought  to  the  newsroom  the  idea  that  taxpayers, 
even  if  they're  not  directly  lobbying  the  legislature  or  city 
council,  are  still  players  in  this  debate. 


Michele  McLellan 
Public  Editor 

The  Oregonian,  Portland,  OR 


The  Pew  Center  for  Civic  Journalism  is  pleased  to 
present  this  message,  another  in  a  series  on  how 
Journalists  are  working  to  improve  news 
coverage  by  involving  citizens  —  and  to  improve 
the  community  through  their  journalism.  For 
more  information,  call  202-331-3200. 


Pew  Center  for  Civic  Journalism 

Jan  Schaffer  Jack  Nelson 

director  chairman 


1101  Connecticut  Ave.,  NW,  Suite  420 
Washington,  DC  20036 
www.pewcenter.org 
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‘JonBenet  journalism’  in  tn 

TWISTS  AND  TURNS  IN  THE  LEGAL  LABYRINTH  ENSNARE  ‘INFORMATION  BROKERS,’  A  LAWY 


It’s  a  justice  coming  that  few,  if  any, 
expected  from  the  brutal  killing  of  this 
innocent  little  girl.  But  nearly  three 
years  after  the  Christmas  slaying  of 
JonBenet  Ramsey  —  a  murder  that  contin¬ 
ues  to  skirt  its  own  justice  —  “JonBenet 
journalism”  is  being  hauled  into  court  and 
held  accountable.  And,  in  a 
case  not  shy  of  self-appointed 
crusaders  and  sensational 
twists,  one  tabloid  caught  in 
this  legal  web  promised  to  use 
courtroom  proceedings  to  find 
JonBenet’s  killer. 

That  oath  came  last  week 
when  John  and  Patsy  Ram¬ 
sey  filed  a  multimillion-dol- 
lar  libel  lawsuit  on  behalf  of 
their  12-year-old  son  Burke 
against  the  tabloid  Star.  As  that  paper  pre¬ 
pares  for  a  legal  battle,  prosecutors  in  Jef¬ 
ferson  County,  Colo.  —  a  suburb  of 
Denver  —  continued  to  tighten  the  legal 


Patsy  Ramsey 


John  Ramsey 


noose  around  a  Colorado  law¬ 
yer,  a  tabloid  editor,  and  a  pair 
of  “information  brokers.” 

The  Star 

For  weeks,  L.  Lin  Wood,  an 
Atlanta-based  attorney  for  the 
Ramsey  family,  claimed 
he  was  going  to  file  a  libel 
lawsuit  against  the  tabloid 
Star  on  behalf  of  Burke. 

In  a  carefully  orchestrated 
event  Nov.  30,  Wood  did  just  that, 
announcing  on  ABC-TV’s  “Good 
Morning  America”  the  same-day  fil¬ 
ing  of  the  $25-million  claim. 

The  lawsuit  pointed  to  a  particu¬ 
larly  damning  May  1999  piece  that 
was  headlined.  “JonBenet  Was  Killed 
By  Brother  Burke.”  The  story  created  such 
a  flurry  that  it  compelled  the  Boulder  dis¬ 
trict  attorney  to  publicly  clear  Burke  of  any 
suspicion  —  something  he  had  already 


done  by  default  in  1997  when 
officials  acknowledged  the  boy 
as  a  “witness”  in  the  case.  A  few 
weeks  later,  the  Star  printed  a 
rare,  front-page  retraction.  But 
Wood  equated  the  story  and  cor¬ 
rection  to  someone  yelling 
“Fire!”  in  a  crowded  movie  the¬ 
ater  and  later  apologizing. 

Not  one  to  cower  under  libel 
threats,  the  Star’s  parent  com¬ 
pany,  New  York-based  Ameri¬ 
can  Media  Inc.,  took  the  Ramseys’  charge 
as  a  challenge.  The  company  issued  a 
press  release  saying  it  intends  to  use  the 
lawsuit  (that  is,  discovery  and  deposi¬ 
tions)  to  ask,  “Who  killed  JonBenet  Ram¬ 
sey?  Star  intends  to  answer  that  question 
through  this  litigation.” 

Wood,  who  called  the  statement  a 
threat  toward  the  Ramseys,  said  the  Star 
was,  “just  blowing  smoke.  Every  inch  of 
[the  Ramseys’]  lives  has  already  been 


Crutchfield  named  GM  of  Beacon  Journal 


James  N.  (Jim)  Crutchfield,  who  was 
managing  editor  of  the  Akron  Beacon 
Journal  in  the  early  1990s,  will  be 
returning  as  the  Ohio  newspaper’s 
general  manager  next  month. 

In  his  new  role,  Crutchfield  will  oversee 
advertising,  marketing,  circulation,  produc¬ 
tion,  and  information  systems,  said  Beacon 
Journal  Publisher  John  Dotson. 

Crutchfield,  51,  has  been  in  a  Knight 
Ridder  executive  development  program 
since  1997,  after  almost  five  years  as  exec¬ 
utive  editor  of  the  Long  Beach,  Calif., 
Press-Telegram,  which  was  sold  by  Knight 
Ridder  in  1997.  He  was  the  Press-Tele¬ 
gram's  top  editor  after  four  years  as  man¬ 
aging  editor  at  the  Beacon  Journal.  During 
his  leadership  of  the  Press-Telegram  news¬ 
room,  the  newspaper  was  a  1995  Pulitzer 
Prize  finalist  for  feature  photography  and 
won  the  $10,000  Dart  Award  in  1997  for 
coverage  of  victims’  issues. 

After  the  paper’s  sale,  Crutchfield 
moved  to  Philadelphia  Newspapers  Inc.  as 
assistant  to  Publisher  Robert  Hall.  Most 
recently,  he  served  as  single-copy  sales  and 
distribution  director  for  The  Philadelphia 
Inquirer  and  The  Philadelphia  Daily  News. 

8  EorroR  &  publisher  December  4.  iggg 


Knight  Ridder  Senior  Vice  President/ 
Operations  Frank  McComas  said,  “Jim 
came  to  us  when  he  was  an  editor  and  told 
us  of  his  desire  to  broaden  his 
business-side  experience. 

We’re  pleased  that  we  have  an 
executive  with  his  breadth  of 
experience  ready  to  assume  the 
general  manager’s  role  in  Akron.” 

For  his  part,  Crutchfield  said 
he’s  still  learning  about  the  busi¬ 
ness  side  of  journalism  and  sees 
his  role  as  “a  facilitator,  a  person 
who  can  help  people  do  their 
jobs.  “It  certainly  is  a  challenge, 
and  the  good  thing  is  that  some  of 
the  people  I  already  know.  It’s  a  good  team. 
And  working  for  John  [Dotson],  who 
knows  how  to  be  a  publisher,  is  going  to  be 
helpful  to  me.” 

Crutchfield  has  more  than  30  years’ 
experience  in  newspapers,  starting  with  the 
Pittsburgh  Press  and  later  the  Pittsburgh 
Post-Gazette.  He  spent  1 1  years  at  the 
Detroit  Free  Press,  where  he  moved 
through  several  editor  chairs  to  deputy  man¬ 
aging  editor  for  news. 

Early  in  his  career,  he  served  as  public 


information  officer  for  the  Pittsburgh 
Model  Cities  Program  and  press  secretary 
for  U.S.  Sen.  Carl  Levin,  D-Mich. 

He  has  attended  numerous 
advanced  management  pro¬ 
grams,  including  Knight  Ridder’s 
Executive  Leadership,  North¬ 
western  University’s  Advanced 
Executive,  and  Dartmouth  Col¬ 
lege’s  Spanish  immersion  pro¬ 
grams.  He  holds  a  bachelor  of 
arts  degree  in  journalism  from 
Duquesne  University. 

Crutchfield  has  served  as  a 
Fhilitzer  Prize  juror  three  times. 

In  a  related  development, 
Marty  Claus,  Knight  Ridder’s  vice  presi¬ 
dent/news,  said  she  will  stay  with  the  chain 
at  least  through  March.  She  had  announced 
her  intention  to  leave  in  December.  With  a 
search  under  way  for  an  assistant  to  her 
associate,  Jerry  Sepos,  she  said,  “The  hope 
is  that  he  will  have  identified  the  person  he 
wants  as  an  assistant  and  we  can  all  work 
together  some  before  I  move  on.”  Beyond 
March,  Claus  said  she  is  weighing  an  offer 
to  remain  with  San  Jose,  Calif.-based 
Knight  Ridder.  —  Dwight  Cunningham 

www.mediainfo.com 


e  halls  of  justice 

\,  AN  EDITOR,  AND,  OF  COURSE,  THE  TABS  BY  JIM  MOSCOU 


subject  to  a  massive  investigation.  They 
have  nothing  to  hide.” 

Wood  added  it'll  be  the  Star's  reporters 
and  editors  who  “will  be  sweat¬ 
ing  on  the  stand.”  Also  perspir¬ 
ing  a  bit  might  be  other 
tabloids.  Wood  confirmed  he'll 
be  filing  claims  against  the 
tabloids  Globe  and  National 
Examiner,  both  owned  by 
American  Media  as  well. 

The  ‘information 
brokers’ 

The  criminal  case  of  two 
Colorado  “information  brokers”  —  James 
J.  and  Regana  Rapp  (E&P,  July  24,  p.  22) 
inched  closer  to  re.solution  Dec.  1  when 
Regana  pleaded  guilty  to  illegally  obtain¬ 
ing  personal  data  on  the  Ramsey.  The 
husband-wife  team  were  indicted  last  sum¬ 
mer  by  a  grand  Jury  for,  among  other 
things,  dredging  up  and  selling  the  Ram¬ 
seys'  telephone  and  banking  information. 

The  case  against  James  Rapp  —  the  pri¬ 
mary  operator  of  the  shop  that  was  doing 
business  as  “Dirty  Deeds  Done  Dirt  Cheap” 
—  remains  open,  but  is  also  expected  to  be 


settled  with  a  guilty  plea.  If  not.  Regana 
Rapp's  plea  bargain  —  a  two-year  deferred 
prison  sentence  and  community  service  — 
includes  an  agreement  to  testify 
against  her  husband,  who  is  fac¬ 
ing  up  to  24  years  in  prison. 

The  editor  and  the  lawyer 

A  Colorado  grand-jury  investi¬ 
gation  into  Globe  News  Editor 
Craig  Lewis  remains  in  legal 
limbo  as  the  tabloid's  attorneys 
attempt  to  derail  a  looming 
indictment  of  their  client.  The 
jury  is  examining  whether  Lewis 
committed  criminal  extortion  and  commer¬ 
cial  bribery,  the  latter  a  possible  charge 
stemming  from  an  incident  in  which  Lewis 
attempted  to  buy  the  widely  publicized 
Ramsey  ransom  note  for  $30,0(X).  If  indict¬ 
ed  and  convicted,  Lewis  could  be  facing 
more  than  seven  years  in  prison. 

The  man  who  originally  arranged 
Lewis'  bid  to  buy  the  ransom  note,  Thomas 
Miller,  an  attorney,  was  indicted  last  sum¬ 
mer  on  a  commercial  bribery  charge.  He  is 
currently  free  on  bail,  and.  if  convicted, 
could  be  sentenced  to  18  months  in  jail.  ■ 


Craig  Lewis 


Herald-mg  Editor  Martin  Baron 


Martin  D.  Baron,  The  New  York 
Times  associate  managing  edi¬ 
tor  who  becomes  The  Miami 
Herald s  top  editor  Jan.  1 ,  says  he  is  look¬ 
ing  forward  to  getting  back  to  the  paper 
where  he  started  his  career  23  years  ago. 

“The  tradition  of  the  Herald  is  such 
that  so  many  journalists  who  have  been 
through  it,  and  even  many  who  have  not, 
look  to  it  with  respect,”  Baron  said  in  a 
telephone  interview  from  Miami  after 
being  named  executive  editor  Dec.  2. 

Baron,  45,  is  taking  charge  of  a  news¬ 
room  often  described  as  demoralized  by  a 
high  staff  turnover  rate  over  the  last  two 
yeads  and  recent  slights  by  industry  peers. 

“At  any  newspaper,  it’s  normal  for 
morale  to  go  up  and  down,”  said  Baron. 
“What  I  hope  to  do  in  terms  of  morale  is 
to  lift  it  up.  People  should  feel  good  about 
what  they’re  doing  at  the  HeraldT 

Baron  also  said  he’s  not  daunted  by 
pressure  from  the  paper’s  parent,  Knight 


Bidder,  to  achieve  a  22%  profit  margin 
next  year.  “It  seems  clear  to  me  that  what 
Knight  Bidder  wants  is  a  high-quality 
newspaper  and  also  a  reasonably  prof¬ 
itable  newspaper.  And  those  goals  do  not 
conflict,”  said  Baron,  a  Rorida  native. 

Introducing  Baron  to  the  newsroom. 
Publisher  Alberto  Ibargiien  said  the 
paper’s  management  was  most  impressed 
by  his  proficiency  in  Spanish  and  experi¬ 
ence  competing  in  The  Orange  County 
(Calif.)  Register's  backyard  as  the  Los 
Angeles  Times'  Orange  County  editor. 
“The  parallel  between  that  experience  and 
our  current  situation  in  south  Broward 
County  is  obvious,”  Ibargiien  said,  refer¬ 
ring  to  competition  from  Tribune  Co.’s 
Sun-Sentinel. 

Since  1996,  Baron  has  been  the  night 
editor  at  The  New  York  Times,  where  he 
will  be  replaced  by  longtime  foreign  cor¬ 
respondent  Craig  R.  Whitney,  56. 

—  Mark  Fitzgerald 
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DECEMBER 

10  Internet  Media  Dynamics:  How  to  Buy 
&  Sell  Web  Ads,  Adweek  Conferences, 
Laredo  Group,  Hilton  Airport  Hotel,  Los 
Angeles 

JANUARY 

13- 15  NAA  Co-op  Orientation  and  Train¬ 
ing  Workshop,  Newspaper  Association  of 
America,  Sumner  Suites  Hotel  Riverwalk, 
San  Antonio 

14- 15  Investigative  Reporters  and  Edi¬ 
tors  Regional  Conference,  Investigative 
Reporters  and  Editors,  National  Press 
Club,  Washington 

23- 28  “SuperConference  2000,”  NAA 
Newspaper  Operations  Conference, 
Newspaper  Association  of  America, 
Fontainebleau  Hilton,  Miami  Beach,  Fla. 

FEBRUARY 

3-5  Seventh  Annual  Intercultural  Com¬ 
munications  Conference,  University  of 
Miami  School  of  Communications,  Univer¬ 
sity  of  Miami,  Coral  Gables,  Fla. 

9-12  E&P's  11th  Annual  Interactive 
Newspapers  Conference  and  Trade  Show, 
Editor  and  Publisher,  Hyatt  Regency  New 
Orleans/Ernest  N.  Morial  Convention  Cen¬ 
ter,  New  Orleans 

24- 25  Annual  Newspaper  Advertising 
Conference,  World  Association  of  News¬ 
papers,  TBA,  Florence,  Italy 

24-25  AAF  “25  Most  Promising  Minority 
Students,”  American  Advertising  Federa¬ 
tion,  Waldorf-Astoria,  New  York 

MARCH 

1-3  AAAA  Media  Conference,  American 
Association  of  Advertising  Agencies,  Dis¬ 
ney’s  Contemporary  Resort,  Orlando,  Fla. 

8-11  SNA  Spring  Publishers  Conference, 
Suburban  Newspapers  of  America,  Westin 
resort,  Maui,  Hawaii 

12-15  lAPA  Mid-Year  Meeting,  Inter 
American  Press  Association,  Fiesta  Ameri¬ 
cana  Coral  Beach,  Cancun,  Mexico 

16- 18  IFPA  Spring  Conference,  Indepen¬ 
dent  Free  Papers  of  America,  KonKai  Con¬ 
tinental  Plaza  Resort,  San  Diego 

17- 20  National  College  Media  Spring  Con¬ 
vention,  College  Media  Advisers/Columbia 
Scholastic  Press  Association,  Marriott  Mar¬ 
quis,  New  York 

Note:  To  list  events,  please  fax  to  Calendar  Editor 
at  (212)  691-7287. 

Additional  information  about  these  and 
future  events  can  be  found  at 
http://www.mediainfo.com/ephome/ 
events/eventshtm/calendar99.htm 
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Long  arm  of  the  law 
applies  a  chokehold 

SHERIFF  PULLS  LEGAL  ADS  FROM  ASBURY  PARK  PRESS; 
PAPER  WONT  BE  PUSHED  AROUND  BY  ARTHUR  Z.  KAMIN 


It’s  not  the  old  Wild  West;  it’s  subur¬ 
ban  Monmouth  County,  N.J.,  about 
50  miles  south  of  New  York. 
But  you’d  never  know  it,  pardner. 

A  serious,  tough-talking  standoff  is 
going  on  there  between  a  county  sheriff 
and  the  state’s  second-largest  daily  and 
Sunday  paid-circulation  newspaper. 

The  sheriff’s  weapon  is  not  a  Colt  six- 
shooter,  but  rather  an  economic-boycott 
pistol  that  could  cost  the  Asbury  Park 
Press  of  Neptune  more  than  $350,000  in 
legal  advertising  revenue  this  year. 

The  Press  is  adamant  that  it  will  not 
make  any  deals  with  the  sheriff  and  says 
it’s  continuing  its  news  coverage  of  his 
office  as  if  nothing  ever  happened.  The 
newspaper  stands  to  lose  in  1999  almost 
400,000  Monmouth  County  sheriff  public- 
notice  foreclosure-sale  ad  lines. 

Sheriff  Joseph  W.  Oxley  said  he  decided 
earlier  this  year  that  he  wanted  “more 
exposure”  for  the  legal  foreclosure  notices, 
yanked  them  from  the  Press,  and  placed 
them  in  The  Star-Ledger  of  Newark,  the 
state’s  largest  circulation  newspaper. 

The  legality  of  not  advertising  in  the 
Press,  the  county’s  only  daily  newspaper, 
has  been  questioned  by  John  J.  O’Brien, 
executive  director  of  the  New  Jersey  Press 
Association,  and  Arlene  M.  Turinchak.  an 
NJPA  attorney. 

Oxley  said  his  decision  —  which  was 
checked  with  the  county  counsel  —  had 
nothing  to  do  with  the  fact  the  Press  did  not 
editorially  endorse  him  in  the  election  last 
November  and  has  carried  articles  raising 
major  concerns  about  how  he  operates  his 
office  and  the  county  jail  that  he  oversees. 

“We  just  wanted  a  larger  market,”  said 
the  sheriff,  a  Republican  who  was  at  one 
time  the  mayor  of  Middletown,  the  coun¬ 
ty’s  largest  municipality. 

W.  Raymond  Ollwerther,  executive  edi¬ 
tor  and  vice  president  of  news,  takes  a  dif¬ 
ferent  view.  He  says  —  as  do  others  at  the 
Press  —  that  the  newspaper  is  being  “pun¬ 
ished”  for  not  backing  Oxley  in  his  re-elec¬ 
tion  bid,  along  with  those  of  two  incumbent 
Republican  freeholders.  Ollwerther,  a 
Princeton  and  Northwestern  University 


School  of  Journalism  graduate,  began  his 
career  at  the  Press  in  1972  as  a 
municipal  beat  reporter. 

He  said  one-party  govern¬ 
ment.  at  the  county  level,  had 
existed  for  many  years,  “and 
they  are  not  used  to  being  chal¬ 
lenged.  It’s  rather  uncomfortable 
for  them.”  Ollwerther  empha¬ 
sized  that  Robert  T.  Collins,  pub¬ 
lisher  of  the  Gannett  Co.  Inc.- 
owned  Press,  stands  behind  the 
staff,  telling  them  to  in  no  way 
change  the  editorial  coverage  of 
the  county  as  a  result  of  this  situ¬ 
ation,  said  Ollwerther. 

On  Page  One  of  its  Oct.  8  issue,  the 

The  sheriff’s 
weapon  is  not  a 
Coit  six-shooter, 
hut  rather  an 
economic-boycott 
pistoi. 

Press  carried  a  story  about  the  sheriff 
allegedly  violating  his  own  office’s  drug¬ 
testing  policy.  At  issue  was  whether  Oxley 
submitted  to  a  urine  test  on  a  certain  day. 

The  Press  also  was  hit  in  the  pocket- 
book  earlier  his  year  when  the  county 
parks  and  recreation  system  —  after  15 
years  —  changed  its  method  of  distribut¬ 
ing  an  events  and  activities  directory.  The 
newspaper  had  been  critical  of  parks  sys¬ 
tem  policies.  The  Press  has  drawn  a  daily 
circulation  of  150,000  and  a  Sunday  cir¬ 
culation  of  230,000.  The  Star-Ledger  cir¬ 
culation  is  450,000  daily  and  710,000 
Sunday;  its  Monmouth  County  daily  total 
is  14,720.  The  line  rate  for  legals,  based 
on  circulation,  is  82  cents  in  the  Press  and 
$  1 .50  in  The  Star-Ledger. 

James  K.  Easley,  the  Press'  classified 


advertising  manager,  said  he  was  stunned 
when  he  learned  the  newspaper  would  be 
losing  the  sheriff’s  notices.  He  said  he  met 
with  Oxley  and  attempted  to  put  together 
a  package  that  would  include  the  Press 
and  several  other  Gannett  newspaper  in 
New  Jersey  for  $1.34  a  line.  “But  he 
would  not  go  along  with  it.”  said  Easley, 
who  has  been  with  the  newspaper  for  30 
years  and  could  not  recall  a  similar  situa¬ 
tion  ever  taking  place. 

A  Star-Ledger  spokesman  said  that,  “to 
be  quite  honest,”  he  was  sur¬ 
prised  when  the  Monmouth 
County  call  came  through  seek¬ 
ing  rate  and  other  information. 
“We  did  not  approach  them  or 
give  them  any  advice,”  he  said. 
"They  told  us  our  deadlines 
were  more  flexible  than  the 
Press'  and  that  they  wanted  a 
larger  audience.” 

A  check  with  the  sheriff’s 
office  in  adjoining  Middlesex 
County  showed  it  used  The  Star- 
Ledger  for  foreclosure  notices. 
In  accordance  with  state  statute,  however,  it 
also  used  the  daily  newspaper  that  is  pub¬ 
lished  in  the  county:  the  Home  News  Trib¬ 
une,  another  Gannett  publication.  (It  does 
not  advertise  in  weekly  newspapers.  The 
Monmouth  County  sheriff’s  office  does. 
Two  newspapers  must  be  used.) 

The  Press  has  run  several  stories  and 
editorials  about  the  operation  of  the  county 
parks  and  recreation  system.  They  focused 
on  the  shortage  of  urban  parks,  subsidized 
supervisor  housing,  and  the  construction  of 
a  reported  $25-million  golf  course,  said  to 
be  one  of  the  most  expensive  public  lay¬ 
outs  in  the  country.  The  stories  were  writ¬ 
ten  by  Jason  Method,  a  former  county 
reporter  who  is  now  in  the  Gannett  New 
Jersey  Bureau  in  Trenton,  and  also  is  part 
of  an  investigative  journalism  team.  The 
parks  stories  won  him  an  NJPA  govern¬ 
ment-reporting  award. 

The  parks  system  declared  it  would  no 
longer  have  the  Press  print  and  distribute  its 
events  directory.  It  was  published  six  times 
a  year  as  a  TV-book-type  insert,  went  to 
about  KXJ.OOO  homes,  and  brought  in  about 
$  1 23,(X)0  a  year  in  revenue  to  the  Press. 

Citing  a  desire  to  use  direct  mail  and 
purported  "technical”  and  “quality”  prob¬ 
lems  at  the  Press,  a  parks  system  spokes¬ 
woman  said  the  publication  is  now 
produced  by  three  separate  contractors  at 
a  yearly  cost  of  $75,()00.  ■ 


Kamin  is  a  Fair  Haven,  N.J.-based 
free-lance  writer. 


W.  Raymond 
Ollwerther 
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Wedding-bell  news 
Carey-ed  by  papers 

Faithful  fans  of  “The  .  -'»  Carey-Bob«ck  belonged  there.  We 

Drew  Carey  Show”  ^  1  *1-  should  have  done  some- 

n  F  I  i  Swwt Mari— CtywiB  -^^14  .  .  .  *  i  *  99 

had  known  for  sever-  #1  thing  else  with  it. 

al  weeks  that  the  1  !■  Garcia  said  the 

star’s  TV  brother,  show’s  producers  sent 

the  fictional  Steve  ‘"nTMe  *.  ‘  announcement 

Carey,  would  be  ^3  ir^yjrirf  along  with  the  regu- 

getting  married  in  Mp:  lar  fee  charged  by  the 

the  highly  rated  pro-  Iw;  Express-News  for 

gram’s  Dec.  1  epi-  W,  actual  wedding  items, 

sode.  But  for  those  not  ^  ^'—r  Bruce  Helford,  execu- 

in  the  know,  producers  ‘  tive  producer  of  the  show, 

were  glad  to  spread  the  nbL-.-d»™«n.  said  the  announcement 

news  through  a  wedding  ‘*^^“*t*'’*  went  to  20  newspapers,  with 

announcement  sent  to  nearly  E£t£r/'’  seven  choosing  to  publish  it. 

two  dozen  newspapers.  »£.l£  ^  Among  those  were  the  Chicaeo 

Unfortunately,  for  some  papers,  Sun-Tunes,  The  Denver  Post,  and  The 

the  publicity  effort  proved  embarrass-  *:*;!*  Salt  Lake  Tribune. 

ing  as  they  ran  the  bogus  announcement  “We  saw  it  as  a  publicity  stunt  and  had 

as  fact  alongside  genuine  nuptial  notices.  *  a  lot  of  people  laughing  about  it.”  said 

“It  was  a  boo-boo  on  behalf  of  the  ad  ’  Roxie  Heywood,  a  Tribune  classified  ad  spe- 
department.”  said  Carolina  Garcia,  editor  of  the  cialist.  “But  no  complaints.” 

San  Antonio  Express-News,  which  published  the  Helford  said  producers  just  wanted  to  find  an 
announcement  with  a  photo  of  fictional  bride,  amusing  way  to  promote  the  show.  “We  decid- 
Mimi  Bobeck,  in  its  Nov.  28  issue.  “When  I  saw  ed  to  do  it  Just  for  fun”  he  said.  “To  surprise  the 
it.  I  thought  it  was  funny.  But  1  don’t  think  it  actors.”  — JoeStrupp 


QUOTE  OF  THE  WEEK 

THERE  ISN’T  A 
NEWSPAPER  IN  THE 
COUNTRY  THAT 
ISN’T  SHARING 
REVENUE  WITH 
SOMEONE  THEY 
COVER  IN  SOME 
FORM.  PEOPLE  ARE 
OVERREACTING. 

Bob  Hall,  publisher, 
The  Philadelphia 
Daily  Nevys  and 
The  Philadelphia  Inquirer 
(P.  22) 


Risky  business 

Protesters  at  last  week’s 
World  Trade  Organization  meet¬ 
ing  wrapped  a  hoax  section 
around  copies  of  the  Seattle 
Post-Intelligencer,  while  news 
gatherers  dodged  police  batons, 
rubber  bullets,  and  tear  gas 
meant  for  rowdy  demonstrators. 

The  P-I  and  Seattle  Times 
each  had  a  staffer  injured  and  a 
P-I  staffer  was  arrested  in  a 
police  sweep  on  a  failure  to  dis¬ 
perse  charge.  The  P-I  said  it  will 
fight  the  charge. 

The  fake  “wrap”  appeared  in 
stores  and  coin  boxes  and  had 


bogus  stories  reflecting  protest¬ 
ers’  global  trade  concerns,  with 
the  lead  headline  screaming, 
“Boeing  to  move  overseas.” 

P-I  Editor  and  Publisher  J.D. 
Anderson  issued  a  statement 
calling  the  prank  an  “elaborate 
hoax”  and  “deplorable  act  of 
vandalism.”  —  Lucia  Moses 

Once  editor,  now  mayor 

Wayne  Poston,  who  took 
early  retirement  as  executive 
editor  of  the  Bradenton  (Fla.) 
Herald  to  run  for  mayor,  beat 
20-year  incumbent  Bill  Evers  in 
a  runoff  election  after  a  con¬ 


tentious  campaign  in  which  the 
candidates  spent  a  combined 
$240,000.  The  key  campaign 
issue  was  the  salaries  and  work¬ 
ing  conditions  of  Bradenton 
police  and  firefighters,  with  Pos¬ 
ton  promising  to  raise  rank-and- 
file  pay.  —  Mark  Fitzgerald 

Miss  me? 

When  Chicago  Tribune 
Columnist  John  Kass  wasn’t  in 
his  usual  Page  3  spot  Nov.  29, 
dozens  of  readers  were  con¬ 
vinced  Chicago  Mayor  Richard 
M.  Daley  was  behind  it. 

“By  the  time  1  got  to  work  at 


9:30  (a.m.),  they  had  already 
received  20  calls,  and  by  11,1 
got  another  15,”  said  Cynthia 
Allen,  the  Trib's  editorial 
switchboard  operator.  “They 
kept  saying,  ‘The  mayor  got  him 
fired.’  'fhey  were  convinced.” 

Kass,  whose  column  runs  in 
the  space  once  occupied  by  the 
now-deceased  Mike  Royko,  ex¬ 
plained  on  his  return  that  he  was 
out  several  weeks  with  a  flu  that 
turned  into  pneumonia.  But  it’s 
true  he  tangles  often  with  Daley, 
who  is  frequently  referred  to  as 
“Little  Big  Man”  in  the  column. 

—  Mark  Fitzgerald 
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newsbriefs 

Continued  from  Page  5 


S.F.  pol  may  seek  suit 
to  stop  sale  of  paper 

Encouraged  by  a  recent 
ruling  blocking  the  planned 
shutdown  of  the  Honolulu 
Star-Bulletin,  a  San  Francis¬ 
co  supervisor  said  he  plans  to 
ask  the  city  attorney  Monday 
to  file  an  antitrust  lawsuit  to 
block  the  sale  of  the  San 
Francisco  Chronicle  to  the 
Hearst  Corp. 

Tom  Ammiano,  also  a  can¬ 
didate  for  mayor,  said  he 
planned  to  consult  with  the 
city  attorney  before  offering 
a  board  resolution. 

Deputy  City  Attorney  Pat 
Mahoney  said  his  office  is 
considering  the  merits  of 
such  a  lawsuit. 

Opponents  of  the  Chroni¬ 
cle  sale  hope  to  stop  Hearst’s 
plan  to  close  the  San  Fran¬ 
cisco  Examiner  if  a  buyer 
can't  be  found.  Their  hopes 
were  lifted  by  the  ruling  in  a 
similar  case  in  Honolulu, 
where  publishers  of  the  city’s 
two  dailies  want  to  end  their 
joint  operating  agreement 
early  and  close  the  Star-Bul¬ 
letin.  The  planned  shutdown 
was  delayed  pending  a  trial 
to  decide  if  the  plan  violates 
antitrust  law. 

Former  newsboys 
give  holiday  ‘extra’ 

Hundreds  of  former  news¬ 
boys  and  policeman  com¬ 
mandeered  Detroit  street 
comers  Nov.  29,  hawking 
special-edition  newspapers  to 
raise  $  1 .6  million  for  Christ¬ 
mas  gifts  for  45.500  of 
Detroit’s  neediest  kids. 

The  members  of  Detroit’s 
Old  Newsboys  Goodfellow 
Fund  —  business  and  profes¬ 
sional  people  who  once  sold 
papers  —  have  been  trading 
papers  for  donations  for  86 
years.  All  the  money  they  raise 
goes  toward  helping  kids,  with 
the  Old  Newsboys  absorbing 
all  administrative  costs. 

One  in  three  Detroit  chil¬ 
dren  between  the  ages  of  5 
and  13  will  receive  this 


..-tB-,  1999 


year’s  package,  which 
includes  Jeans,  a  sweatshirt, 
a  knit  hat,  warm  gloves, 
underwear,  socks,  candy,  a 
toothbrush,  books  and  a  toy. 
The  fund  also  provides 
underprivileged  kids  with 
shoes,  dental  care,  and  sum¬ 
mer  camp  scholarships  for 
those  who  would  otherwise 
spend  their  summers  on  the 
streets  of  Detroit. 

‘Offensive’  e-mails 
gets  23  dumped 

The  New  York  Times  Co. 
said  it  fired  23  employees  at 
its  administrative  center  in 
Norfolk.  Va..  for  sending 
"inappropriate  and  offensive" 
e-mails  in  violation  of  the 
company’s  e-mail  policy. 

The  employees  worked  at 
a  center  that  processes 
invoices,  pay,  and  benefits 
for  the  company.  Others  at 
the  center  received  warning 
letters,  the  company  said. 

The  Times  Co.  wouldn't 
elaborate  on  the  reason  for 
the  firings.  The  company  said 
it  doesn’t  routinely  monitor 
e-mails,  but  investigates 
when  a  violation  is  reported. 

The  company  has  dis¬ 
missed  people  in  the  past  for 
such  infractions,  but  never  so 
many  at  once,  a  company 
spokeswoman  said. 

The  fat  iady  sings 
for  5f/i?  music  critic 

A  music  critic  for  The  Bal¬ 
timore  Sun  was  fired  for 
alleged  plagiarism  in  a 
review  of  a  Baltimore  Opera 
Company  performance  of 
“La  Traviata,’’  The  Associat¬ 
ed  Press  reported.  Editor 
John  S.  Carroll  addressed  the 
issue  in  "A  Letter  from  the 
Editor"  Nov.  25,  saying  a 
reader  had  written  to  the 
paper  after  the  review 
appeared,  noting  "striking 
similarities  between  a  pas¬ 
sage  in  the  review  and  one  . . . 
from  a  commonly  used  musi¬ 
cal  reference  book,  'The 
Metropolitan  Opera  Guide  to 


Recorded  Opera.’’’  Carroll 
apologized  on  behalf  of  his 
paper  to  the  opera  company, 
the  authors  of  the  opera 
guide,  and  Sun  readers,  and 
he  said  that  the  writer  had 
admitted  to  plagiarism  and 
been  dismissed  Nov.  24. 
Although  Carroll  didn’t 
name  the  critic.  Sun  Manag¬ 
ing  Editor  Bill  Marimow 
confirmed  he  was  Stephen 
Wigler.  Attempts  by  E&P  to 
reach  Wigler  for  comment 
were  unsuccessful. 

N.Y.  court  kills 
coroner’s  case 

A  New  York  state 
Supreme  Court  Judge  has 
dismissed  a  libel  suit 
brought  by  a  former  city 
chief  medical  examiner  who 
claims  The  New  York  Times 
defamed  him  by  publishing 
articles  in  which  other 
pathologists  called  his 
autopsy  reports  ffawed.  The 
Associated  Press  reported. 

In  a  pretrial  ruling  written 
Nov.  1 8  and  made  public 
Nov.  29,  Justice  Elliott  Wilk 
held  that  Dr.  Elliott  Gross. 

65.  had  failed  to  show  that 
the  paper  or  reporter  Philip 
Shenon  —  who  wrote  many 
of  the  stories,  published  in 
1985  and  1 986  —  had  acted 
with  "actual  malice"  or  a 
“reckless  regard  for  the 
truth."  the  standard  of  proof 
public  officials  alleging 
defamation  must  meet.  Wilk 
noted  that  Shenon  had  inter¬ 
viewed  more  than  250  people 
in  a  search  for  those  friendly 
or  neutral  toward  Gross.  He 
also  said  that  the  plaintiff, 
interviewed  four  times  before 
the  stories  were  published, 
had  declined  to  address  most 
of  the  allegations  and  failed 
to  challenge  sources  he  later 
called  biased. 

Gross  was  dismissed  by 
Mayor  Edward  Koch  in 
1987,  then  worked  as  a 
pathologist  in  Ohio  and  Indi¬ 
ana.  and  currently  is  coroner 
for  New  Jersey’s  Cape  May 


and  Cumberland  counties. 

His  attorney,  Leon  Segan. 
maintained  that  the  Times 
stories  were  biased  factually 
and  based  on  interviews  with 
biased  sources,  and  said  his 
client  plans  to  appeal. 

Panama  loosens 
its  ‘gag  laws’ 

Panama’s  Legislative 
Assembly  Nov.  30  over¬ 
whelmingly  repealed  parts  of 
Law  1 1 ,  a  long  compendium 
of  so-called  “gag  laws"  that 
permitted  the  government  to 
impose  prior  censorship  and 
punish  Journalists  with  severe 
penalties  that  include  shutting 
down  media  properties.  Presi¬ 
dent  Mireya  Moscoso  is 
expected  to  sign  the  repeal 
bill  into  law. 

"At  a  time  when  Panama  is 
preparing  to  exercise  full 
sovereignty  over  its  territory 
with  the  return  of  the  Panama 
Canal,  it  is  heartening  to  see 
the  government  accept  that  a 
free  press  is  a  vital  compo¬ 
nent  of  any  democracy,”  said 
Ann  K.  Cooper,  executive 
director  of  the  Committee  to 
Protect  Journalists. 

Israeli  publisher  may 
face  murder  charges 

In  a  scandal  that’s  shocked 
the  country,  an  Israeli  prose¬ 
cutor  said  he  likely  will  press 
charges  against  a  powerful 
newspaper  publisher  suspect¬ 
ed  in  a  murder  plot.  The 
Associated  Press  reported. 

Ofer  Nimrodi,  publisher  of 
Israel’s  second-biggest 
tabloid.  Ma  ’ari\\  is  accused 
of  plotting  the  murders  of 
two  rival  publishers  and  a 
detective.  He  was  arrested 
Nov.  23.  A  detective  who  is 
serving  time  for  helping 
wiretap  another  newspaper 
reportedly  told  police  of  the 
alleged  plot.  Nimrodi  has 
denied  the  accusations. 

—  Reported  and  written 
by  Mark  Fitzgerald, 
Ellen  Liburt, 
and  Lucia  Moses 
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By  Lucia  Moses 


A  substantial 
foothold  on 
the  Maine  coast 


cou^-gaze 

v-rwi^  neaci 

wells  polluted  [~~  j  «ce 
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Jeremy  L.  Halbreich  runs  his 
fledgling  newspaper  company 
out  of  Dallas,  but.  these  days, 
it’s  Maine  that’s  on  his  mind. 
American  Consolidated  Media 
Inc.,  the  company  that  the  former  Belo 
executive  started  last  spring,  widened  its 
footprint  in  the  Northeast  when  it  netted 
its  ninth  paper  along  the  Maine  coastline. 

The  purchase  of  the  4.500-circulation 
York  Weekly  gives  the  company  a  monop¬ 
oly  in  growing  York  County  in  southern 
Maine.  With  the  addition,  the  total 
paid  circulation  of  the  Maine  group, 
called  Courier  Publications,  is  about 
62,000. 

American  Consolidated  came  on 
the  Maine  scene  earlier  this  year 
when  it  bought  seven  weekly  and 
semiweekly  papers  from  the  Warren 
family.  With  that  and  other  recent 
deals,  Maine  has  seen  many  of  its 
newspapers  pass  to  out-of-state 


rPhi/brick, 
elected  to 


ly  to  act  in  the  commu- 
nity’s  best  interest.  I  eteO  tO 

“I  think  the  test  will  _ '■=='^==^=7==^ 
probably  come  later,”  he 
said.  “A  few  years  down  the  road,  will 
people  feel  like  it’s  their  paper?” 

Halbreich.  well  aware  of  the  stigma  of 
remote  ownership,  pledged  his  editors 
will  have  total  autonomy.  He  also  kept  as 
their  publisher  David  Morse,  who  has 
been  with  the  group  since  1991. 

“I’m  not  sitting  in  Dallas  making  editor¬ 


Newcomb 
town  seats 


Last  year,  the  Seattle  Times  Co. 

—  whose  majority  owners,  the 
Blethen  family,  have  their  roots  in 
Maine  —  bought  the  Guy  Gannett 
chain.  It  includes  three  of  the  state’s  seven 
dailies  —  the  Portland  Press  Herald, 
Kennebec  Journal,  Central  Maine 
Morning  Sentinel  in  Waterville  —  and  a 
weekly,  the  Coastal  Journal  in  Bath. 

The  shift  to  nonlocal  ownership  has 
been  eyed  warily  by  some  in  Maine,  a 
state  that  prides  itself  on  its  independence. 

“It’s  a  big  national  trend  that  we’ve 
been  fairly  insulated  from,”  said  Douglas 
Rooks,  managing  editor  of  the  alternative 
weekly  Maine  Times.  “We’ve  seen  the 
Blethen  family  buy  the  largest  daily  chain. 
Now  we  have  chain  ownership  come  in 
pretty  big-time  into  Maine.” 

Rooks  said  that,  while  he  hasn’t  seen  it 
happen  with  Courier  Publications,  he 
believes  out-of-town  owners  are  less  like- 


David  Morse,  left,  and  Jeremy  L.  Halbreich 
are  eyeing  expansion  in  Maine. 


ial  decisions,”  Halbreich  said.  “These  need 
to  remain  intensely  local  papers.  We  don’t 
see  centralizing  into  one  or  a  few  papers.” 

It’s  not  to  say  nothing  is  changing.  On 
the  cost  side.  Courier  Publications  has 
consolidated  business-office  and  printing 
functions  in  Rockland,  home  to  its  flag¬ 
ship  paper.  The  Courier-Gazette. 

On  the  growth  side,  the  group  has 
boosted  ad  revenues  through  a  Joint  buy 
for  all  nine  Maine  papers,  whose  paid  cir¬ 
culation  combined  will  swell  to  more 
than  70,000  during  the  tourist  season. 

Courier’s  Maine  papers,  in  addition  to 
the  York  Weekly  and  Courier-Gazette,  are 
Lincoln  County  Weekly,  The  Camden 
Herald,  Capital  Weekly  in  Augusta.  York 
County  Coast  Star,  The  Republican 


Journal  in  Belfast,  The  Bar  Harbor 
Times,  and  Ellsworth  Weekly. 

“This  provides  advertisers  tremendous 
coverage,  from  essentially  the  southern¬ 
most  part  of  Maine  all  the  way  up  to  Bar 
Harbor,”  Morse  said. 

In  1992.  20%  of  ads  ran  in  more  than 
one  of  the  group’s  papers.  Now, 

I  about  60%  is  duplicated,  he  said. 

All  this  has  created  angst  among 
I  some  of  the  state’s  small,  indepen¬ 
dent  publishers. 

“It  would  probably  be  ill-advised 
to  say  we’re  not  worried,”  said  Alan 
L.  Baker,  publisher  of  the  weekly 
Ellsworth  American,  which  com¬ 
petes  with  Courier  Publication’s  Bar 
Harbor  Times  and  Ellsworth  Weekly. 
“We  don’t  have  deep  resources  to 
fall  back  on.” 

The  independents  are  counting 
on  their  legacy,  continued  im¬ 
provement,  and  specialty  publica¬ 
tions  to  stay  viable.  Baker  plans  to  take 
full  advantage  of  The  Ellsworth  Ameri¬ 
can's  150th  birthday  next  year  to  pro¬ 
mote  the  paper,  and  points  to  his  staff 
count  as  an  measurement  of  quality.  The 
American,  circulation  10,800,  employs 
18  editorial  and  sales  staffers,  while  the 
29,000-circulation  Ellsworth  Weekly 
employs  six. 

But  Courier’s  Morse,  who  delights  in 
frustrating  his  competitors,  may  be  their 
worst  nightmare.  When  he  came  on  the 
scene  amid  a  recession  in  1991,  the  com¬ 
pany  was  a  struggling  two-paper  enter¬ 
prise  with  annual  revenues  of  $3  million. 
In  nine  years,  he  turned  it  into  a  prof¬ 
itable  group  with  1 3  papers  in  Maine  and 
the  Boston  area  with  1999  projected 
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annual  revenues  close  to  $15  million. 

Morse,  a  consultant  prior  to  coming  to 
Courier,  calls  it  his  “bottom  feeder”  strat¬ 
egy.  “1  want  to  be  the  cheapest  form  of 
advertising  that  will  exist  in  our  commu¬ 
nity.  and  I  want  the  highest  form  of  edito¬ 
rial  content  that  can  exist.”  he  said. 

And  he  wants  to  get  bigger.  The  group  is 
considering  expanding  Rockland’s  thrice- 
weekly  Courier-Gazette  to  five  days  a 
week  and  building  a  bigger  printing  plant 
and  new  headquarters  in  Rockland. 

"It’s  something  we've  wanted  to  do 
over  the  past  few  years.”  Morse  said  of 
the  proposed  Courier-Gazette  expansion. 
“1  think  with  the  economy  as  strong  as  it 
is.  it’s  something  we're  investigating 
more  aggressively.” 

Halbreich.  whose  funding  comes  from 
New  York-based  Arena  Capital  Partners 
LLC  and  other  investors,  also  is  looking 
for  papers  to  add  to  his  Maine  roster  while 
investigating  partnerships  with  Internet 
service  providers  and  other  types  of  media. 

“We  would  like  to  [expand]  very 
much.”  he  said.  “We  think  it's  a  great  state 
and  a  great  market.”  ■ 


Maine  Times  sWW  kicking 

Nine  months  after  the  money-losing 
Maine  Times  took  a  three-month  hiatus, 
the  alternative  weekly  is  alive  and  kick¬ 
ing.  The  31 -year-old  Times  returned  to 
newsstands  in  April  after  receiving  an 
infusion  of  capital  from  Christopher 
Hutchins,  a  Bangor  businessman  who 
bought  the  paper  from  six  investors. 

Hutchins  is  founder  and  president  of 
Alternative  Energy  Inc.;  his  family  owns 
the  Dead  River  Co.,  a  major  petroleum 
distributor  and  convenience-store  owner. 

Since  then,  the  paper  has  focused  on 
improving  its  look  and  expanding  its  arts 
coverage  and  investigative  reporting. 

The  Times  is  sticking  to  its  paid  model 
with  statewide  distribution,  an  unusual 
approach  among  alternatives.  It  moved  its 
offices  to  the  Bangor  area  from  Just  out¬ 
side  the  state  capital.  Augusta,  and  in 
January  plans  to  open  a  bureau  in 
Portland,  already  home  to  the  1 2-year-old 
alternative  Casco  Bay  Weekly  and  Port¬ 
land  Phoenix,  launched  this  fall  by  the 
Phoenix  Media  Communications  Group. 


which  publishes  the  Boston  Phoenix. 

Managing  Editor  Douglas  Rooks  said 
he  doesn't  see  the  two  Portland  alterna¬ 
tives  as  direct  competition  because  Maine 
Times  is  a  statewide  paper.  He  said  that, 
while  it's  too  early  to  predict  when  the 
paper  will  turn  a  profit,  the  new  owner  has 
said  he's  committed  to  running  the  paper 
at  least  1 0  years. 

Circulation  had  dropped  to  1 1 .000  from 
its  high  of  18.000  a  decade  earlier  as  the 
paper  was  hurt  by  ownership  changes,  high 
staff  turnover,  and  an  earlier  relocation  to 
Portland.  (Circulation  stands  at  3.150 
today.)  The  three  months  it  didn’t  publish 
has  hurt  ad  revenues,  but  Rooks  believes 
the  improved  look  and  investigative  cover¬ 
age  will  keep  it  going  this  time.  “The  meati¬ 
er  stories  are  Just  going  begging.”  he  said. 

Which  leads  to  this  question:  Can  the 
Times,  which  built  its  reputation  in  part  on 
environmental  coverage,  cover  its  owner’s 
business  interests  freely  and  fairly?  Rooks 
thinks  so.  although  he  ha.sn't  tested  his 
belief.  “It's  a  bridge  you  cross  when  you  get 
to  it.”  he  said.  “Whoever  owns  you.  you 
have  these  concerns.”  ■ 


Stockwatch 


E&P's  Stockwatch  is  updated  daily  at  http://www.mediainfo.com/stocks. 
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E&P  Newspaper  Stock  Index 

1106.20 

-0.97 

-0.09% 

E&P  Magazine  Stock  Index 

983.15 

11.92 

1.21% 

E&P  TV/Cable  Stock  Index 

1203.33 

-0.22 

-0.02% 

NASDAQ 

3353.71 

-66.78 

-1.95% 

E&P  Internet  Stock  Index 

1532.98 

-24.69 

-1.61% 

E&P  Radio  Stock  Index 

1336.71 

-18.38 

-1.38% 

Dow  Jones  Industrial  Average  10998.39 

-9.78 

-0.09% 

S&P  500 

1397.72 

-19.36 

-1.37% 

Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests  as  of  Wednesday.  Dec.  1. 
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CHANGE 

CHANGE 

CHANGE 

CHANGE 
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LOW 

VOLUME 

Belo 

BLC 

18.00 

18.44 

-0.44 

-2.37% 

-1.94 

-9.72% 

24.50 

16.37 

1,114,200 

Central  Newspapers 

ECP 

38.06 

38.25 

-0.19 

-0.49% 

2.34 

6.56% 

45.68 

29.87 

706,200 

Dow  Jones  &  Co 

DJ 

60.25 

60.63 

-0.38 

-0.62% 

12.13 

25.19% 

64.12 

43.62 

1,227,600 

E.W.  Scripps 

SSP 

46.63 

47.38 

-0.75 

-1.58% 

-3.13 

-6.28% 

53.00 

40.50 

308,300 

Gannett  Co 

GCI 

71.50 

71.75 

-0.25 

-0.35% 

7.00 

10.85% 

78.25 

60.00 

4,124,000 

Harte-Hanks  Inc 

HHS 

20.81 

20.63 

0.19 

0.91% 

-7.69 

-26.97% 

29.25 

19.06 

371,400 

Mollinger  Inti  Inc 

HLR 

12.44 

12.13 

0.31 

2.58% 

-1.50 

-10.76% 

16.81 

9.75 

1,667,200 

Journal  Register 

JRC 

11.94 

12.00 

-0.06 

-0.52% 

-3.06 

-20.42% 

23.00 

11.37 

363,000 

Knight  Ridder 

KRI 

54.56 

54.19 

0.38 

0.69% 

3.44 

6.72% 

65.00 

46.00 

2,325,900 

Lee  Enterprises 

LEE 

28.00 

28.94 

-0.94 

-3.24% 

-3.50 

-11.11% 

31.50 

26.12 

198,300 

McClatchy  Co 

MNI 

37.44 

36.63 

0.81 

2.22% 

2.06 

5.83% 

41.12 

29.00 

125,700 

Media  General 

MEG.A 

51.88 

52.38 

-0.50 

-0.95% 

-1.13 

-2.12% 

59.50 

43.75 

310,400 

New  York  Times 

NYT 

40,13 

38.44 

1.69 

4.39% 

5.44 

15.68% 

43.25 

26.50 

3,628,900 

Pulitzer  Inc 

PTZ 

38.69 

36.38 

2.31 

6.36% 

-3.81 

-8.97% 

48.56 

36.25 

218,500 

Thomson  Corp  (a) 

TOC 

41.60 

39.20 

2.40 

6.12% 

9.98 

31.54% 

NA 

NA 

1,645,432 

Times  Mirror 

TMC 

65.75 

64.69 

1.06 

1.64% 

9.75 

17.41% 

72.62 

53.31 

732,100j 

Tribune  Co 

TRB 

49.25 

50.19 

-0.94 

-1.87% 

16.25 

49.24% 

60.87 

29.81 

6,176,300 

Washington  Post 

WPO 

565.19 

567.00 

-1.81 

-0.32% 

-12.75 

-2.21% 

594.50 

490.12 

58,300  , 

‘Number  of  shares  traded  (a)  Canadian  dollars 

Source:  Nordby  International  Inc.  (nordby.com),  Boulder,  Colo. 
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viewpoint 

Read  their  (sealed)  lips 
at  the  Bush  School 

Texas,  it  sometimes  seems,  was  invented  to  drive  First  Amendment  lovers 
crazy.  It’s  the  home  of  the  livestock  libel  law  that  became  a  national  laughing¬ 
stock  when  it  was  unsuccessfully  tried  out  on  Oprah  Winfrey.  It  has  a  death- 
penalty  clemency  board  that  never  bothers  to  publicly  explain  its  life-and-death 
decisions  —  or  even  to  meet  in  the  same  room. 

Now  the  Lone  Star  State  is  again  the  scene  of  First  Amendment  myopia  —  and 
right  in  the  center  of  it  all  are  the  once  and,  perhaps,  future  presidents  of  the  United 
States,  George  Bush,  pere  and  fils.  Professors  at  the  George  Bush  School  of 
Government  and  Public  Service  allege  that  the  Bushes  feel  a  bit,  shall  we  say,  pro¬ 
prietary  about  the  publicly  funded  school  at  Texas  A&M  University.  So  when  a 
couple  of  Bush  School  professors  were  quoted  in  Texas  newspapers  making  less 
than  flattering  comments  about  the  former  president,  associates  of  the  former  pres¬ 
ident  and  Texas  governor  complained  —  and  got  quick  action  from  the  university 
administration.  Charles  F.  Hermann,  then  the  school’s  director,  warned  several  pro¬ 
fessors  they  risked  dismissal  if  they  caused  “embarrassment  to  the  Bush  family.” 

As  E&P  Contributing  Editor  Allan  Wolper  reported  in  last  week’s  issue,  pro¬ 
fessors  at  the  Bush  School  got  the  message  loud  and  clear:  Talk  to  a  newspaper 
and  you  could  be  history.  Associate  Professor  James  Aune,  an  expert  in  speech 
communications,  felt  the  Bush  pressure  in  1 998  when  a  newspaper  quoted  him 
complimenting  Texas  Gov.  George  W.  Bush’s  performance  in  a  debate.  Aune’s 
crime  was  contrasting  the  son  to  his  father,  “who  was  so  inept  as  a  public  speak¬ 
er.”  Aune  is  protected  by  tenure,  but  said  he’s  unlikely  to  comment  again:  “From 
now  on,  I  am  going  to  devote  myself  to  1 8th-century  political  theory.  It’s  safer.” 

University  and  Bush  School  officials  are  falling  all  over  themselves  to  deny  they 
are  infringing  on  free  speech  or  academic  freedom.  “We  should  be  blamed  for 
doing  things,  not  for  thinking  of  doing  things,”  University  President  Ray  Bowen 
told  Wolper.  The  problem  is,  the  school  was  doing  things:  It  was  putting  its  warn¬ 
ings,  blunt  and  hedged,  in  writing  —  and  this  summer  the  25,000-circulation 
Bryan-College  Station,  Texas,  Eagle  revealed  the  full  scope  of  the  intimidation  in 
an  article  by  John  Kirsch  that  has  never  received  the  national  attention  it  deserves. 

The  responses  from  President  Bush  and  Gov.  Bush  were  more  muted,  the 
kind  of  nondenial  denials  that  became  famous  under  another  Republican  presi¬ 
dential  administration.  President  Bush  claimed  to  have  found  the  Eagle  story 
“inaccurate  in  a  lot  of  ways,”  but  he  wasn’t  more  specific. 

“People  can  write  what  they  want.  That  is  why  I  don’t  give  interviews  any¬ 
more,”  he  said. 

President  Bush  is  probably  right  to  be  dismissive.  After  all,  from  his  point  of 
view,  things  look  pretty  good  at  the  Bush  School.  His  former  CIA  director,  Robert 
Gates,  is  now  the  interim  dean.  A  pet  project  to  make  the  school  independent  sailed 
through  the  state  Legislature  in  a  secret  appropriations  rider.  And  even  the  Eagle 
story  may  have  helped  demonstrate  to  any  professor  who  hadn’t  yet  gotten  the  word 
the  consequences  of  loose  talk  about  the  Bush  family.  Think  that’s  cynical? 

Well,  consider  this:  A  check  of  Lexis-Nexis  from  last  August,  when  the  Eagle 
story  ran,  to  early  November,  shows  that  not  a  single  Bush  School  professor  has 
been  quoted  by  a  newspaper. 
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ADVERTISING  PUBUSHER  Harold  Itzkowitz 

Hazel  Preuss.  Asst.  [Ext  293) 

SALES  REPRESENTATIVES  Michele  Appello  [Ext  293) 
Lisa  Dixon  [Ext  174) 


CIRCULATION  DIRECTOR  Chris  Wessel 

MIS  DIRECTOR  Ian  E.  Anderson  [Ext  300) 
PROMOTION  DIRECTOR  Lawrence  J.  Bumagiel  [Ext  130) 
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PROMOTION  COORDINATOR  Lisa  Deutsch  [Ext  132) 
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Kenneth  Maiks 
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Wally  Lawrence 
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Caruba’s  true  career  —  PR 

In  a  letter  published  Sept.  18  [p.  23], 
A. an  Caruba  criticized  the  Society  of 
Environmental  Journalists  (SEJ)  and  its 
members,  contending  they  have  promoted 
“baseless  fears”  about  “bogus”  environ¬ 
mental  issues  such  as  global  warming  and 
pesticide  risks.  Caruba  signed  the  letter  as 
founder  of  The  National  Anxiety  Center. 

Caruba  is  actually  a  public-relations 
consultant  with  a  long  history  of  repre¬ 
senting  the  pesticide  industry,  according 
to  Jack  O’ Dwyer’s  Newsletter,  a  leading 
PR  industry  trade  publication.  The 
National  Anxiety  Center  and  the  Boring 
Institute  are  two  vehicles  that  Caruba  cre¬ 
ated  and  regularly  uses  for  “publicity 
stunts”  to  attract  media  coverage  of  his 
views,  according  to  an  article  in  the  Octo¬ 
ber  issue  of  The  Progressive  magazine. 

Kevin  Carmody 
environment  writer 
Daily  Southtown  (Chicago) 
and  past  president  of  SEJ 

Speaking  in  the  third  person 

I  read  with  interest  the  article,  “U.S. 
speaking  with  one  voice,”  in  your  Aug.  14 
issue  [p.  12].  I  agree  that  the  United  States 
needs  to  have  a  common  foreign  reporting 
standard.  If  this  doesn’t  occur,  the  United 
States  may  be  seen  as  split  and  vulnerable. 

Critics,  however,  carry  a  good  argu¬ 
ment  when  they  point  out  that  the  news 
may  become  biased  and  one-sided.  Many 
times  in  the  past,  the  federal  government 
has  been  known  to  cover  up  news  to  give 

■50 

YEARS  AGO 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Dec.  3,  1949 

The  3,3()0-member  Audit  Bureau  of 
Circulations  holds  its  35th  anniversary 
at  the  Waldorf-Astoria  Hotel. 

Paul  Broner,  veteran  artist  and 
retoucher  for  the  Detroit  Times,  has 
invented  a  “Linkrule,”  which  instantly 
“measures”  art  copy  for  reduction  and 
enlargement. 

King  Features  Syndicate  announces 
a  new  daily  strip,  “Roy  Rogers,  King 
of  the  Cowboys,”  for  release  Dec.  12. 


itself  a  better  public  image.  The  proposed 
[press  unit]  will  give  the  government  yet 
another  outlet  for  public  relations. 

A  possible  solution  to  this  problem 
would  be  to  eliminate  the  one-sided  news 
coverage,  and  allow  more  sources  to 
report  policy  developments.  By  doing 
this,  the  government  allows  foreign 
nations  to  look  at  the  reports,  find  the 
matching  information,  and  make  educated 
predictions  about  the  future  of  the  U.S. 
government.  This,  in  turn,  will  allow  those 
countries  to  respect  the  United  States 
more  because  the  United  States  respected 
them  enough  to  give  them  the  power  of 
independent  decision  making. 

The  future  is  always  unclear,  so  I  hope, 
for  the  sake  of  the  United  States,  that  this 
[press  unit]  creates  a  strong  and  trustwor¬ 
thy  American  front. 

Kristy  Stallmann 
political  science 
and  communications  student 

Most  influential  ‘Americans’ 

The  cover  of  your  “Most  Influential 
Newspaper  People”  [E&P  Special  Cen¬ 
tennial  Issue,  Oct.  30]  was  extremely  mis¬ 
leading.  How  could  the  cover  designer 
have  dropped  the  word  “American”? 

I  assume  no  one  would  claim  that  Col. 
Robert  R.  McCormick  or  William  Ran¬ 
dolph  Hearst  were  more  “influential”  than 
the  editors  and  publishers  of  Le  Monde, 
The  Times,  Pravda,  The  Yomiuri  Shimbun, 
or  The  Statesman  of  India. 

If  one  accepts  that  “influential”  doesn’t 
necessarily  mean  “good  influence,”  surely 
if  you’re  going  to  include  some  hard  old 
scumbags  like  Louella  Parsons  or  Walter 
Winchell,  you  should  include  some  more 
engaging  eccentrics  like  Hugh  Hefner  of 
Playboy  and  Bob  Guccione  of  Penthouse, 
who  have  valiantly  kept  alive  the  serious 
in-depth  Q&A  interview,  or  Generoso 
Pope,  whose  National  Enquirer  not  only 
spawned  competitive  disciples  but,  for  bet¬ 
ter  or  worse,  showed  The  New  York  Times 
and  The  Washington  Post  how  to  cover 
such  trendy  frivolities  as  Monicagate. 

Russell  Warren  Howe 
former  defense  and 
diplomatic  correspondent 
The  Washington  Times 

Better  check  those  figures 

In  reference  to  comments  from  Denver 
Post  Publisher  Jerry  Grilly  in  the  article 
“Poor  Circulation”  [E&P,  Nov.  13,  p.  28]: 

Perhaps  the  Denver  Rocky  Mountain 


letters.. . 

letters@mediainfo.com 

News  should  offer  to  buy  Mr.  Grilly  a  calcu¬ 
lator  and  teach  him  how  to  read  an  ABC 
[Audit  Bureau  of  Circulations]  FAS-FAX 
report.  It’s  no  wonder  he  was  not  able  to 
offer  “specific  figures”  to  substantiate  his 
assertion  that  "most”  of  the  [Aevvi  ’]  growth 
came  from  areas  the  Rocky  abandoned  start¬ 
ing  in  1996.  That’s  because  those  figures 
don’t  exist  and  his  claim  is  100%  false. 

The  September  1998  ABC  Publisher’s 
Statement  and  the  September  1999  ABC 
FAS-FAX  clearly  show  that,  year  over 
year,  69%  of  our  daily  growth  and  60%  of 
our  Sunday  growth  were  in  the  six-county 
Denver/Boulder  metro  area  where  56%  of 
all  Coloradans  live  and  where  60%  of  the 
state’s  retail  sales  occur.  Unlike  our  com¬ 
petitor,  which  has  chosen  to  offer  nearly 
free  subscriptions  in  distant  communities 
like  Spearfish,  S.D.,  the  News  has  selected 
to  focus  our  growth  efforts  in  areas  that 
best  benefit  our  advertisers. 

And  one  thing  is  for  certain  —  we  have 
never  abandoned  the  primary  Denver/- 
Boulder  market  nor  have  we  attempted  to 
fool  others  by  changing  our  Newspaper 
Designated  Market  to  1 5  counties,  as  has 
our  competitor.  In  fact,  according  to  the 
September  1999  ABC  FAS-FAX,  our  six- 
county  daily  and  Sunday  circulation  is  so 
strong  even  the  smoke  and  mirrors  of  the 
Post's  15-county  NDM  can’t  beat  us. 

Finally,  E&P  might  want  to  revisit  their 
calculations  on  pp.  29  and  30,  as  they  are 
incorrect.  Our  total  daily  growth,  year 
over  year,  was  19.3%  rather  than  the 
16. 1  %  reported,  and.  on  Sunday,  the  cor¬ 
rect  increase  was  16.5%  instead  of  the 
14.1%  listed.  In  any  business,  3  percent¬ 
age  points  make  a  difference. 

Linda  Sease 
vice  president  of  marketing 
Denver  Rocky  Mountain  News 

Correction 

In  the  story  “Ka-ching!  Papers  ring  up 
e-retail  ad  sales”  (E&P,  Nov.  27.  p.  4),  the 
San  Francisco  Chronicle  was  incorrectly 
credited  with  publishing  a  24-page  special 
section  on  e-commerce:  "The  greatest  of 
E’s”  special  section  actually  was  produced 
for  the  San  Francisco  E.xaminer  by  E.xam- 
iner  Editor  Dave  Murphy. 

In  addition.  Ernie  Pricco  is  identified  in 
the  story  as  being  the  national  advertising 
director  for  the  Chronicle,  but  Pricco  actu¬ 
ally  works  for  the  San  Francisco  Newspa¬ 
per  Agency,  which  represents  both  the 
Chronicle  and  the  E.xaminer  under  the  San 
Francisco  newspapers’  joint  operating 
agreement. 
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Gatekeepers  still  on  guard, 
but  editorial,  advertising 
talking  more  than  ever 


And  “the  Wall”  came  tumbling  down. 

In  the  wake  of  the  recent  fiasco  sur¬ 
rounding  the  Los  Angeles  Times'  revenue¬ 
sharing  scheme  with  Staples  Center 
(involving  a  special  issue  of  the  paper’s 
Sunday  magazine),  some  newspaper  indus¬ 
try  executives  spoke  of  “rebuilding  the 
Wall”  dividing  editorial  and  business  oper¬ 
ations.  Others  argued  for  further  erosion  of 
the  Wall.  But  are  the  two  sides  really  that 
far  apart?  And  has  a  seismic  shift  already 
shaken  the  structural  integrity  of  the  Wall? 

To  find  out,  E&P  polled  editors  and 
publishers  around  the  country  and  posed 
tough  questions  about  current  newspaper 
practices  —  and  policies. 

Our  findings  proved  quite  surprising, 
and  significant.  Despite  deep  splits  on 
certain  issues,  we  found  a  high  level 
of  accommodation  and  compromise  — 
and  a  mutual  desire  to  firm  up  the  bottom 
line.  Taken  together,  the  results  suggest 
that  the  age-old  image  of  a  high,  for¬ 
bidding  concrete  barrier  separating  the 
newsroom  from  the  business  side  has 
already  been  blasted  into  history  — 
replaced  (for  better  or  for  worse)  by  a 


low,  approachable  wall,  made  of  glass. 

In  late  November,  E&P  sponsored  the 
first  in-depth  survey  on  issues  surround¬ 
ing  the  editorial/business  Wall.  One  hun¬ 
dred  five  editors  and  60  publishers 
responded  to  the  survey,  conducted  by 
Oradell,  N.J. -based  TIPP,  a  national 
polling  organization. 

Perhaps  the  most  useful  set 
of  findings  reveals  why  the 
current  industrywide  debate 
about  the  Wall  is  necessary, 
and  urgent. 

Flagrant  breaches  in  the 
Wall,  such  as  the  L.A.  Times! 

Staples  controversy,  are  rare. 

This  indicates,  to  some,  that 
concerns  about  business  inva¬ 
sions  of  editorial  territory 
may  be  much  ado  about  nothing,  instead, 
the  Ec&P/TIPP  survey  results  suggest  that 
threats  to,  or  breaks  in,  the  Wall  are  com¬ 
mon,  perhaps  even  daily,  occurrences  at 
many  newspapers.  And,  in  some  cases, 
they  reveal  a  gulf  between  the  opinions, 
and  policies,  of  those  on  opposite  sides  of 
the  Wall: 


•  Three  of  four  editors  and  publishers 
reported  that  advertising/editorial  guide¬ 
lines  are  breached  “sometimes”  or  “fre¬ 
quently”  in  the  industry. 

•  Roughly  40%  of  the  respondents  dis¬ 
closed  that  their  papers  had  published  spe¬ 
cial  sections  to  obtain  advertising  even 
though  they  knew  the  focus  of  the  sections 

had  “little  reader  interest.” 

•  One  of  three  in  the 
sample  said  they  believed 
that  “promotional  ties  or 
revenue-sharing  arrange¬ 
ments”  with  the  people  or 
institutions  newspapers  cov¬ 
er  was  a  “common  industry 
practice.” 

•  In  one  of  the  most  sur¬ 
prising  findings,  given  the 

widespread  condemnation  of  the  L.A. 
Times'  secret  revenue-sharing  ploy,  a 
majority  of  publishers  (51%)  labeled  the 
L.A.  Times/Staples  arena  deal  an  “accept¬ 
able”  practice  (compared  to  just  19%  of 
the  editors). 

•  Eight  of  10  editors,  and  nearly  100% 
of  publishers,  revealed  that  advertisers 
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™e  Staple*  Centen 
Could  Do  lop  LA 


LET’S  MAKE  A  DEAL? 


H  Acceptable  llll  Unacceptable 

•  The  LA.  Times  cut  a  deal  with  Staples  Center  to  share  the  advertising  revenue. 
TOTAL  EDITORS  PUBUSHERS 


•  The  deal  was  reached  without  informing  the  editoriai  staff. 
TOTAL  EDITORS 


had  pulled  ads  from  their  papers  because 
of  stories  they  opposed. 

•  A  fairly  small,  but  alarming,  number 
of  publishers  (19%)  and  editors  (11%) 
said  they  found  it  acceptable  for  newspa¬ 
pers  to  consider  “killing  or  holding  a  story 
that  might  negatively  portray  an  advertis¬ 
er.”  indeed,  about  one  in  10  of  the  sample 
said  that  their  newspaper  had  already 
killed  or  altered  such  a  story. 

•  Fully  one  in  four  publishers  believe 
there  is  nothing  wrong  with  asking  reporters 
“to  include  advertisers  in  a  .story.”  Editors, 
not  surprisingly,  disagree  with  this  policy  — 


•  The  LA.  r/mes  readers  were  not  informed. 


EDITORS 


PUBUSHERS 


r 

30% 

1 

I  70% 

1 

H  81% 

1 

49% 

51%  1 

but  even  many  of  them  (39%)  feel  it  is  OK 
that  reporters  “be  informed  of  certain  adver¬ 
tisers  who  may  be  relevant  to  a  story.” 

This  latter  finding  reveals  that  while 
editors  and  publishers  may  disagree  on 
certain  practices,  cooperation  and  com¬ 
munication  may  actually  be  the  order  of 
the  day.  Perhaps  that’s  because,  as  our  sur¬ 
vey  shows,  a  vast  majority  of  both  editors 
and  publishers  believe  their  newspapers 
are  not  adequately  marketed.  And  strong 
majorities  in  both  camps  .say  they  contin¬ 
ue  to  agree  with  calls  by  Mark  H.  Willes, 

www.mediainfo.com 


The  E&P/T\PP  poll  was  conducted  by  Oradell,  N.J.-based  TIPP  between  Nov.  17  and  24  among 
editors  and  publishers  at  daily  newspapers  across  the  country.  Of  410  people  polled.  105  editors 
and  60  publishers  responded;  the  approximate  margin  of  error  for  the  overall  survey  was  plus  or 
minus  7.5  percentage  points. 


who  heads  the  L.A.  Times'  parent  Times 
Mirror  Co.,  for  “closer  cooperation” 
between  news  and  business  departments. 

In  fact,  one  in  three  editors,  and  six  in 
10  publishers,  say  cooperation  at  their 
newspapers  is  already  high  or  very  high. 

Yet,  in  one  of  the  most  fascinating  find¬ 
ings.  E&P/TIPP  discovered  that  the 


potential  for  distrust  and  discord  remains 
high.  Asked  who  should  have  ultimate 
authority  on  editorial  decisions,  the  vast 
majority  of  editors  (69%)  said  “the  editor” 
—  while  an  even  stronger  segment  of  the 
publishers  (79%)  said  “the  publisher.” 
Pity  the  poor  owner:  Only  6%  of  our  sam¬ 
ple  said  he  or  she  should  have  final  say.  ■ 
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ONCE  MORE  INTO  THE  BREACH ... 


•  To  what  extent  do  you  agree  or  disagree  with  the  calls  by  Mark  Willes  of  the  Los 
Angeles  Times  iot  closer  cooperation  between  news  departments  and  business/ 
marketing  departments? 


Strongly  Agree 
Agree  Somewhat 
Neutral 
Disagree 

Strongly  Disagree 
Not  Sure 


•  What  is  the  level  of  cooperation  between  the  business  and  editorial  departments  at 
your  newspapei^ 


TOTAL 

EDITORS 

PUBLISHERS 

Very  high 

6% 

3% 

12% 

High 

36% 

30% 

48% 

Moderate 

50% 

55% 

38% 

Low 

6% 

9% 

2% 

Very  low 

1% 

2% 

- 

Not  sure 

1% 

1% 

- 

I  Industrywide,  how  often  are  advertising/editorial  guidelines  breached? 


Frequently 


Sometimes 


PUBUSHERS 


67%  i  1^^  71%  .  61%  J 


•  For  marketing  purposes,  at  some  newspapers,  in  some  cases,  the  business  side  has  a 
“say”  in  what  actually  goes  into  the  paper.  Generally  speaking,  do  you  favor  or  oppose 
such  an  approach  at  your  newspaper? 


PUBUSHERS 
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31%  I 

54% 
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3% 
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Newspapers  insp 

by  Joe  Strupp  ; 

First  of  two  parts  | 

Inside  the  small  first-floor  conference  | 

room  at  the  Ventura  County  (Calif.)  Star. 
five  top-level  staffers  engage  in  lively  dis-  I 

cussion  about  typefaces,  layouts,  and 
story  direction.  ' 

An  editorial  meeting  in  the  works?  No.  | 

this  gathering  brings  together  advertising  I 

and  editorial  managers  for  a  broader  mis-  | 

sion:  to  review  their  paper's  editorial/ad¬ 
vertising  joint  ventures  in  light  of  the  Lo.\  \ 

Ani>eles  Times'  debacle  in  which  inexpe-  | 

rienced  publisher  Kathryn  M.  Downing 
sanctioned  the  sharing  of  advertising  rev-  : 

enue  from  a  special  section  on  a  new  I 

sports  arena  with  the  arena  itself.  I 

"We  wanted  to  make  sure  we  spelled  I 

out  I  to  readers]  exactly  what  was  adver¬ 
tising-driven  and  what  was  editorial  in  , 

special  sections."  says  Star  Managing  I 

Editor  Joe  Howry,  w  ho  served  on  the  task  | 

force  that  convened  for  two  weeks  in  ; 

early  November.  Joining  Howry  in  the 
review  were  the  paper's  editor,  assistant  ! 

managing  editor,  advertorial  director,  and  ! 

advertising  director.  The  group  examined 
the  paper's  ad-driven  weekly  sections, 
weekend  entertainment  tab.  and  23  or  so 
annual  special  sections  and  advertorials. 

In  the  end.  the  task  force  made  two 
changes.  It  instituted  a  consistent  font  for 
all  products  labeled  as  advertising,  and  j 

placed  a  new  standard  identification  label 
on  the  front  of  all  advertorials,  with  an  | 

inside  description  of  exactly  how  the  sec¬ 
tion  was  produced. 

The  Star's  soul-searching  was  one  of 
many  industrywide  reactions  to  Down¬ 
ing's  mistake,  which  has  editors  and  pub¬ 
lishers  giving  "the  Wall"  between 
editorial  and  advertising  departments  a 
fresh  examination,  and  drawing  very  con¬ 
flicting  opinions.  While  industry  veterans 
agree  that  the  Times  erred,  most  disagree 
over  where  the  Wail  between  advertising 
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CKS  in  The  Whir? 

ect  great  divide  following  the  L.A.  T/mes fiasco 


and  news  should  stand  these  days,  and 
how  and  when  it  is  ethieally  breached. 

"I  think  it  is  an  alarm  bell."  says  Grego¬ 
ry  Favre.  vice  president  of  news  for  the 
McClatchy  Co.,  which  operates  1 1  daily 
newspapers,  including  The  Sacramento 
(Calif.)  Bee.  "Any  time  a  mistake  is  made, 
we  ought  to  have  self-examination.  We 
ought  to  pay  attention  and  make  sure  these 
things  don't  occur." 

But  others,  such  as  Leonard  Downie. 
executive  editor  of  The  Washington  Post. 
dow  nplay  concerns  over  advertising  influ¬ 
ence  on  news  pages.  Downie  contends 
that  editorial  and  advertising  e,xecutives 
should  communicate  more,  and  can  do  so 
in  an  ethical  manner.  "This  notion  that 
there  needs  to  be  a  wall  is  kind  of  a  red 
herring."  says  Downie.  w  ho  has  the  power 
to  kill  advertorial  products  that  conflict 
with  news  coverage.  "There  needs  to  be 
discussion,  ongoing  dialog,  and  joint  plan¬ 
ning  jbetween  departments]." 

Downie  says  the  Post  advertising 
department  once  tried  to  produce  a 
defense  industry  advertorial,  but  he  helped 
kill  the  idea,  contending  that  the  subject 
was  better  suited  for  a  news  report. 

Jay  Smith,  president  of  Cox  New  spapers 
Inc.  —  which  ow  ns  16  daily  and  16  weekly 
newspapers,  including  The  Atlanta  Jour¬ 
nal-Constitution  —  also  eschewed  fears  of 
advertising  corrupting  newspapers.  "This  is 
an  aberration."  he  says.  "We’re  not  losing 
sleep  over  what  this  means." 

The  L.A.  Tinie.s'  trouble  centers  around 
the  Oct.  10  issue  of  its  Sunday  magazine, 
which  focused  solely  on  the  city's  new 
Staples  Center  arena,  offering  both  stories 
and  ads  promoting  the  new  building.  What 
the  issue  did  not  mention,  and  what  com¬ 
peting  publications  later  revealed,  was 
that  the  L.A.  Times  had  equally  shared 
about  S2  million  in  revenue  from  the  sec¬ 
tion  w  ith  the  Staples  Center  itself. 

( Mark  H.  Willes,  chairman  and  CFX)  of 
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•  Should  a  newspaper  ever  consider  altering  a  stot^  that  might  negatively  portray  an 
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•  Should  reporters  be  asked  to  include  advertisers  in  a  story? 
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•  To  what  extent  do  you  agree  or  disagree  with  the  cails  by  Mark  Wiiles  of  the  Los 
Angeles  Timeslot  closer  cooperation  between  news  departments  and  business/ 
marketing  departments? 


First  of  two  parts 


Inside  the  small  first-floor  conference 
room  at  the  Ventura  County  (Calif.)  Star, 
five  top-level  staffers  engage  in  lively  dis¬ 
cussion  about  typefaces,  layouts,  and 
story  direction. 

An  editorial  meeting  in  the  works?  No, 
this  gathering  brings  together  advertising 
and  editorial  managers  for  a  broader  mis¬ 
sion:  to  review  their  paper’s  editorial/ad¬ 
vertising  joint  ventures  in  light  of  the  Los 
Angeles  Times'  debacle  in  which  inexpe¬ 
rienced  publisher  Kathryn  M.  Downing 
sanctioned  the  sharing  of  advertising  rev¬ 
enue  from  a  special  section  on  a  new 
sports  arena  with  the  arena  itself. 

“We  wanted  to  make  sure  we  spelled 
out  [to  readers]  exactly  what  was  adver¬ 
tising-driven  and  what  was  editorial  in 
special  sections,”  says  Star  Managing 
Editor  Joe  Howry,  who  served  on  the  task 
force  that  convened  for  two  weeks  in 
early  November.  Joining  Howry  in  the 
review  were  the  paper’s  editor,  assistant 
managing  editor,  advertorial  director,  and 
advertising  director.  The  group  examined 
the  paper’s  ad-driven  weekly  sections, 
weekend  entertainment  tab,  and  25  or  so 
annual  special  sections  and  advertorials. 

In  the  end,  the  task  force  made  two 
changes.  It  instituted  a  consistent  font  for 
all  products  labeled  as  advertising,  and 
placed  a  new  standard  identification  label 
on  the  front  of  all  advertorials,  with  an 
inside  description  of  exactly  how  the  sec¬ 
tion  was  produced. 

The  Star's  soul-searching  was  one  of 
many  industrywide  reactions  to  Down¬ 
ing’s  mistake,  which  has  editors  and  pub¬ 
lishers  giving  “the  Wall”  between 
editorial  and  advertising  departments  a 
fresh  examination,  and  drawing  very  con¬ 
flicting  opinions.  While  industry  veterans 
agree  that  the  Times  erred,  most  disagree 
over  where  the  Wall  between  advertising 

www.mediainfo.com 


•  What  is  the  level  of  cooperation  between  the  business  and  editorial  departments  at 
your  newspepei? 


•  Industrywide,  how  often  are  advertising/editorial  guidelines  breached? 


Sometimes 


Frequently 


EDITORS 


•  For  marketing  purposes,  at  some  newspapers,  in  some  cases,  the  business  side  has  a 
“say”  in  what  actually  goes  into  the  paper.  Generally  speaking,  do  you  favor  or  oppose 
such  an  approach  at  your  newspaper? 

I  Oppose  III  Favor  |  Not  sure 
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ect  great  divide  following  the  LA.  T/mes fiasco 

KILLING  GROUNDS 


and  news  should  stand  these  days,  and 
how  and  when  it  is  ethically  breached. 

“I  think  it  is  an  alarm  bell,”  says  Grego¬ 
ry  Favre,  vice  president  of  news  for  the 
McClatchy  Co.,  which  operates  1 1  daily 
newspapers,  including  The  Sacramento 
(Calif.)  Bee.  “Any  time  a  mistake  is  made, 
we  ought  to  have  self-examination.  We 
ought  to  pay  attention  and  make  sure  these 
things  don’t  occur.” 

But  others,  such  as  Leonard  Downie, 
executive  editor  of  The  Washington  Post, 
downplay  concerns  over  advertising  influ¬ 
ence  on  news  pages.  Downie  contends 
that  editorial  and  advertising  executives 
should  communicate  more,  and  can  do  so 
in  an  ethical  manner.  “This  notion  that 
there  needs  to  be  a  wall  is  kind  of  a  red 
herring,”  says  Downie.  who  has  the  power 
to  kill  advertorial  products  that  conflict 
with  news  coverage.  “There  needs  to  be 
discussion,  ongoing  dialog,  and  joint  plan¬ 
ning  (between  departments].” 

Downie  says  the  Post  advertising 
department  once  tried  to  produce  a 
defense  industry  advertorial,  but  he  helped 
kill  the  idea,  contending  that  the  subject 
was  better  suited  for  a  news  report. 

Jay  Smith,  president  of  Cox  Newspapers 
Inc.  —  which  owns  16  daily  and  16  weekly 
newspapers,  including  The  Atlanta  Jour¬ 
nal-Constitution  —  also  eschewed  fears  of 
advertising  corrupting  newspapers.  “This  is 
an  aberration,”  he  says.  “We’re  not  losing 
sleep  over  what  this  means.” 

The  LA.  Times'  trouble  centers  around 
the  Oct.  10  issue  of  its  Sunday  magazine, 
which  focused  solely  on  the  city’s  new 
Staples  Center  arena,  offering  both  stories 
and  ads  promoting  the  new  building.  What 
the  issue  did  not  mention,  and  what  com¬ 
peting  publications  later  revealed,  was 
that  the  LA.  Times  had  equally  shared 
about  $2  million  in  revenue  from  the  sec¬ 
tion  with  the  Staples  Center  itself. 

(Mark  H.  Willes,  chairman  and  CEO  of 
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•  Should  a  newspaper  ever  consider  killing  or  holding  z  story  that  might  negativeiy 
portray  an  advertiser? 
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•  Shouid  a  newspaper  ever  consider  a/fer/og  a  story  that  might  negativeiy  portray  an 
advertiser? 
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•  Has  your  newspaper  ever  killed  or  altered  a  story  that  negatively  portrayed  an 
advertiser? 
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•  Should  reporters  he  asked  to  include  advertisers  in  a  story? 
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EDITORIAL*  EXCELLENCE 


For  our  business  reporters,  the  bottom  line  is  excellence. 

•  Named  one  of  the  nations  three  best  business  sections  in  the  225,000  to  350,000  circulation  category. 
Society  of  American  Business  Editors  and  Writers. 

•  Michele  Conklin,  the  Mort  Margolin  Award  from  the  Daniels  School  of  Business  at  the  University  of 
Denver,  for  outstanding  reporting  about  business  or  the  economy  of  Colorado. 

•  Rebecca  Cantwell,  The  Cable  Center  Maxwell  Media  Award  for  Reportorial  Enterprise  and  Feature  Writing. 

Our  many  design  awards  prove  that  looks  do  count. 

•  Randall  Roberts,  Paul  Keebler,  Patrick  Davison,  Janet  Reeves-Gold  medal,  Photojournalism/Photo  series. 
Society  for  News  Design.  Undying  Love. 

•  Randall  Roberts,  Paul  Keebler,  Patrick  Davison,  Janet  Reeves-Award  of  excellence.  Special  section  without 
ads.  Society  for  News  Design. 

The  News  has  a  winning  sports  team. 

•  Top  10  Sunday  section.  Top  20  daily  section.  Top  20  special  sections.  Associated  Press  Sports  Editors. 

•  Kevin  Vaughan,  Top  10  sports  enterprise  reporting.  Associated  Press  Sports  Editors. 


1 


DELIVERS  GREATi  NEWS 


Thanks  to  our  in-depth  news  coverage, 
we  won  more  awards  last  year  than  any  paper  in  the  state. 

•  Missouri  award  for  Multicultural  Journalism.  Special  section  Race  &  Reality. 

•  Colorado  Associated  Press  Awards:  15  out  of  17  first  place  awards. 

•  Colorado  Society  of  Professional  Journalists:  22  first  place  winners. 

•  Staff,  first  place,  team  reporting,  Scripps  annual  in-house  awards. 

•  Lou  Kilzer,  first  place,  individual  reporting,  Scripps  annual  in-house  awards. 

•  Ceorge  Tanner,  first  place,  headlines,  Scripps  annual  in-house  awards. 

Outstanding  work  in  photo  and  design  makes  the  News  look  good. 

•  Patrick  Davison,  Scripps  Howard  Foundation  National  Photojournalism  award,  portfolio  including 
Undying  Love,  How  We  Pray  and  Super  Bowl. 

•  Patrick  Davison,  Society  for  Newspaper  Design,  Cold  medal  for  Undying  Love. 

•  Photo  editors.  Award  of  Excellence,  Newspaper  editing  division/Single  page  feature  story.  National  Press 
Photographers  Association  Pictures  of  the  Year  competition. 

•  Photo  editors.  Award  of  Excellence,  Newspaper  editing  division/Multiple  page  feature  story.  National  Press 
Photographers  Association  Pictures  of  the  Year  competition. 

•  Steve  Dykes,  first  place.  Sports  action.  The  Atlanta  Photojournalism  seminar. 


Denver  Rocky  Mountain  News 

RockyMountainNews.com 


If  you  want  to  advertise  in  Colorado's  most  award-winning  newspaper,  call  Mark  Wurzer,  VP  of  Advertising,  at  303-892-5234. 


THE  JOY  OF  SECTIONS 


Yes 


No 


Not  sure 


•  Does  jrour  newspaper  have  any  promotional  ties  or  revenue-sharing  arrangements  with 
the  people  or  institutions  it  covers? 

TOTAL  EDITORS  PUBUSHERS 


•  Do  you  believe  newspapers  are  publishing  more  advertiser-oriented  special  sections 
than  in  the  past? 

TOTAL  EDITORS  PUBLISHERS 


•  In  your  opinion,  should  newspapers  publish  special  sections  to  obtain  more 
advertising  even  if  the  focus  of  the  section  has  little  reader  interest? 

TOTAL  EDITORS  PUBUSHERS 


•  Have  you  ever  published  a  special  section  to  obtain  advertising  when  you  know  the 
focus  has  little  reader  interest? 

TOTAL  EDITORS  PUBUSHERS 
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the  Times  Mirror  Co.,  parent  of  the  L.A. 
Times,  and  Downing,  the  newspaper  neo¬ 
phyte  he  named  publisher  in  June,  declined 
requests  to  be  interviewed  by  E&P.) 

The  LA.  Times  incident  comes  as  news¬ 
papers  face  more  competition  from  the 
Internet  and  broadcast  outlets  than  ever 
before,  greater  profit  demands  from  cor¬ 
porate  ownership,  and  a  continuing 
decline  in  circulation.  Such  factors  have 
sparked  a  push  for  advertising  and  other 
revenue  enhancements,  which  are  expect¬ 
ed  to  increase  and  further  test  the  longtime 
editorial/advertising  Wall. 

“The  demands  of  the  chains  seem  to  be 
insatiable  for  [greater]  profit  margins,” 
says  Michael  Schudson,  a  San  Diego- 
based  sociologist  and  newspaper  industry 
historian.  “Plus,  fewer  people  are  reading 
the  newspaper.” 

The  L.A.  Times  miscue  has  stirred 
debate  over  what  constitutes  an  ethical 
breach.  Some  news  purists  say  the  rule 
should  be  that  no  advertising  employee 
may  set  foot  in  a  newsroom,  period.  Oth¬ 
ers  say  aboveboard  arrangements  for  spe¬ 
cial  sections  and  promotional  agreements 
that  maintain  credibility  but  allow  im¬ 
proved  marketing  are  good  for  business. 

“We’ve  never  subscribed  to  the  theory 
that  there  needs  to  be  absolutely  no  con¬ 
tact  between  advertising  and  editorial,” 
says  Shelly  Greenberger,  advertising 
director  for  the  Ft.  Lauderdale,  Fla.,  Sun- 
Sentinel.  “1  know  what  is  proper  and 
improper,  and  so  do  the  people  who  work 
for  me.” 

Marcia  McQuern,  publisher  of  The 
Press-Enterprise  in  Riverside,  Calif, 
echoes  Greenberger’s  views.  “We  are  all 
in  the  same  boat,  both  news  and  advertis¬ 
ing,”  says  McQuern,  who  came  up 
through  the  paper’s  editorial  ranks.  “If  we 
sink,  we  all  go  down.  We  can’t  pretend  we 
are  totally  isolated.” 

McQuern  argues  that  advertising  and 
editorial  staffs  can  work  together  to  create 
profitable  special  sections  and  extra  cov¬ 
erage  if  they  make  sure  to  consider  ethics. 
“You  can  cooperate  in  a  safe  way,”  she 
says.  “Editorial  can  contribute  ideas,  and 
that  doesn’t  compromise  anything.” 

Isn’t  that  special? 

McQuern  cites  an  example  from  sever¬ 
al  years  ago  when  Nordstrom  department 
store  opened  its  first  Riverside  store  as 
part  of  a  local  shopping  center  expansion. 
She  says  the  newspaper  published  a  spe¬ 
cial  section  on  the  opening  with  both  news 
stories  and  Nordstrom  ads. 

Although  it  involved  no  revenue  shar¬ 
ing  with  Nordstrom,  the  project  drew 


some  objections  from  staff  because  it 
involved  news  coverage  of  an  advertiser, 
says  McQuern.  She  stresses  that  the  key 
difference  was  that  the  section’s  legitimate 
news  stories  and  advertising  were  distinct¬ 
ly  separate.  “We  were  doing  it  to  serve  the 
readers,”  she  says.  “The  mistake  occurs 
when  you  make  a  secret  deal  and  try  to 
hide  things.” 

Boston  Globe  Editor  Matthew  Storin 
says  such  agreements  can  be  made  in  an 
ethical  manner,  but  warns  that  an  appear¬ 


ance  of  conflict  can  still  arise.  “They  can 
be  embarrassing,”  says  Storin,  whose 
paper  published  in  1995  a  special  section, 
like  the  Staples  Center  issue,  on  Boston’s 
Fleet  Center  under  an  arrangement  that 
included  no  revenue  sharing,  but  had  the 
paper  pay  the  arena  commissions  for  sell¬ 
ing  certain  ads  in  the  publication. 

For  many  papers,  the  questionable 
nature  of  an  advertorial  or  special  section 
comes  from  how  the  advertising  and  edi¬ 
torial  departments  work  together  on  the 
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•  Your  Own  Internet 
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•  Your  Share  of  Broadcast 
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...just  listen. 


Streaming  audio  promotes. longer  website  visits  and  creates  a  more  compelling  site. 
And  on  most  sites,  that's  where  the  attraction  ends.  With  Everstream  you  can  easily 
have  streaming  audio  on  your  site,  and  quickly  use  it  to  generate  incremental  ad 
revenue.  For  an  earful  of  how  this  dynamic  on-line  revenue  opportunity  can  work  for 
you.  visit  us  at  www.everstream.com  or  call  .1.888. 842. 171 7. 


Everstream 
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project.  Some  say  the  special  pullouts  are 
ethically  proper  if  the  news  department 
creates  the  stories  and  focus,  and  the  ad 
department  only  sells  ads. 

But  critics  warn  that  ethical  trouble  can 
arise  when  advertising  reps  pressure  the 
news  writers  to  cover  certain  advertisers 
or  tailor  stories  to  advertisers’  needs. 

“The  best  way  is  when  the  news  depart¬ 
ment  decides  on  the  content,  and  the  ad 
department  supports  it  with  ads,”  says 
William  H.  Millsaps  Jr.,  senior  vice  presi¬ 
dent  and  executive  editor  of  the  Richmond 
(Va.)  Times-Dispatch.  “The  most  we 
might  do  is  give  advertisers  a  possible 
budget  list  of  stories  we  are  doing,  but  we 
never  give  copies  of  stories.” 

He  says  his  editors  and  advertising 
executives  occasionally  meet  to  discuss 
overall  special-section  and  advertorial 
ideas.  One  such  meeting  earlier  this  year 
resulted  in  the  canceling  of  an  advertorial 
on  holiday  gift  buying,  which  both  sides 
agreed  was  a  duplication  of  a  guide  that 
the  news  department  had  been  producing, 
he  adds. 

Millsaps  says  he  has  no  objection  to 
advertorials  in  general,  as  long  as  they  are 
produced  solely  by  the  advertising  depart¬ 
ment  and  labeled  as  advertising  products. 
He  says  objections  have  been  raised  at 
times  when  advertorials  are  produced  on 
subjects  the  news  department  would  like 
to  have  covered  with  a  more  newsy  focus. 
“It’s  rare  that  we  are  not  aware  of  them, 
but  it  has  happened.”  he  says. 

The  Journal  Gazette  in  Fort  Wayne, 
Ind.,  employs  a  similar  separation  of 
advertising  and  editorial  for  special 
sections,  such  as  its  Indianapolis  500  tab 
and  a  special  legal  guide  produced  each 
fall,  according  to  Editor  Craig  Klugman. 
He  says  the  legal  guide,  which  includes 
both  news  staff-written  material  and 
pieces  contributed  by  local  attorneys,  does 
not  accept  advertising  from  those  who 
write  for  it. 

“We  determine  the  issues  we  want  to 
write  about  for  it  and  who  will  write  them 
irrespective  of  the  advertising,”  Klugman 
says.  “We  tell  the  advertising  department 
when  we  will  publish  it,  and  they  never 
see  the  stories.” 

All  in  the  family 

Although  some  news  ethicists  want  lit¬ 
tle  or  no  connection  between  the  business 
and  editorial  sides  of  the  paper,  others, 
such  as  Thomson  Newspapers  President 
and  CEO  Stuart  Garner,  say  having  dis¬ 
cussions  about  general  topics  is  necessary. 
He  says  many  of  his  newspapers  regularly 
have  circulation  department  representa¬ 
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•  Who  should  have  ultimate  authority  on  editorial  decisions? 
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tives  in  news  meetings. 

“We  write  newspapers  for  readers,  not 
ourselves,”  Gamer  says. 

At  the  Detroit  Free  Press,  Publisher 
Heath  J.  Meriwether  also  promotes  a 
meeting  of  the  minds  between  advertising 
and  editorial  over  special  sections  and 
promotional  ideas,  but  only  at  a  general 
topic  level.  He  says  advertising  should 
never  be  able  to  dictate  specific  stories  or 
even  know  what  articles  will  go  into  a 
section,  beyond  the  general  topics. 

“Our  advertising  people  never  see  the 
editorial  copy,  just  the  schedule  and  the 
topic  of  the  section,”  says  Meriwether. 

But  Meriwether  says  some  advertising 
influence  did  succeed  in  changing  the 
focus  of  a  Sunday  section  in  early  1998. 
He  says  the  section  had  been  split  be¬ 
tween  home  furnishings  and  real  estate, 
but  became  focused  on  real  estate  only 
after  ad  executives  determined  it  would 
sell  better. 

“We  concluded  that  there  was  more  of 
a  reader  interest  in  real  estate,  and  it 
became  a  much  stronger  section,”  says 
Meriwether.  “It  became  more  positive  for 
our  readers  and  attracted  more  ad¬ 
vertisers.” 

Bob  Hall,  publisher  of  both  The 
Philadelphia  Daily  News  and  The  Phila¬ 
delphia  Inquirer,  says  not  all  revenue¬ 
sharing  deals  carry  the  taint  of  the  LA. 
Times  agreement  if  they  involve  raising 
money  for  a  good  cause,  such  as  a  non¬ 
profit  group.  “There  isn’t  a  newspaper  in 
the  country  that  isn’t  sharing  revenue 
with  someone  they  cover  in  some  form,” 
says  Hall.  “People  are  overreacting.” 

Hall  cites  an  instance  several  years  ago 
when  the  Daily  News  and  Inquirer  helped 
provide  coverage  and  raise  corporate 
sponsorships  for  a  summit  on  volun¬ 
tarism,  which  included  sharing  ad  rev¬ 
enue  with  summit  organizers. 


Stories  held,  altered,  mutilated 

And  then  there  are  the  advertising 
pressures  that  succeed  in  changing  a 
newspaper’s  coverage.  One  such  incident 
occurred  two  years  ago  at  the  San  Fran¬ 
cisco  Examiner  when  a  Niketown  super¬ 
store  opened  in  the  city,  prompting 
Examiner  Columnist  Stephanie  Salter  to 
share  her  distaste  for  the  sneaker  giant  in 
a  column  that  called  Nike  everything 
frotp  hypergreedy  to  immoral. 

After  Salter  sent  the  piece  to  her  edi¬ 
tors  and  set  off  on  a  long  weekend  out  of 
town,  she  returned  to  find  that  it  had  been 
held  because  Editorial  Page  Editor  Jim 
Finefrock  reportedly  believed  the  column 
would  have  been  inappropriate  given  the 
Examiner's  business  relationship  with 
Nike  as  a  potential  sponsor  of  the  paper’s 
annual  Bay  to  Breakers  foot  race. 

“He  asked  how  it  would  look  if  we 
were  sponsoring  an  event  at  the  same 
time  we  were  calling  the  co-sponsor 
obscene  and  offensive  in  our  editorial 
pages,”  Salter  said  at  the  time.  “He  said 
there  had  been  discussions  as  to  how  the 
piece  would  affect  the  paper’s  integrity  in 
working  with  Nike.” 

Finefrock  did  not  return  calls  seeking 
comment.  Examiner  Editor  Phil  Bron- 
stein  declined  to  comment,  saying  he  was 
not  involved  in  the  decision. 

Although  the  column  was  eventually 
published  several  weeks  later  by  the  alter¬ 
native  San  Francisco  Bay  Guardian,  the 
Examiner  s  self-censorship  raised  the 
touchy  subject  of  advertising  influence 
over  editorial  actions.  “Every  time  some¬ 
thing  like  this  happens,  it  ought  to  make  a 
whole  lot  of  committed  journalists  throw 
up,”  says  Salter,  who’s  still  an  Examiner 
columnist.  “The  lines  are  becoming  more 
blurred.” 

Another  incident  occurred  last  year  at 
the  Home  News  Tribune,  a  Gannett  Co. 
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The  Livingston  Awards 

For  Young  Journalists 


Jo  Becker  Laura  Meckler  Elizabeth  Rubin 

St.  Petersburg  Times,  accepts  the  award  from  The  Associated  Press,  is  presented  the  award  by  The  New  Yorker,  receives  the  award  from  Ellen 

Clarence  Page  for  1998  local  reporting.  Mike  Wallace  for  1998  national  reporting.  Goodman  for  1998  international  reporting. 


Inviting  1999  Entries 


are  given  each  year  by  the  Mollie  Pamis  Livingston  Foundation  for  the  best  print,  on-line  or 
broadcast  coverage  of  local,  national  and  international  news  by  journalists  aged  34  and  younger  in 
any  U.S.  medium.  The  Livingstons,  whose  purpose  is  to  recognize  and  further  develop  the  abilities 
of  young  journalists,  are  the  largest  all-media,  general  reporting  prizes  in  the  country.  Miss  Pamis 
established  the  awards  in  1980  through  her  foundation,  now  chaired  by  Neal  S.  Hochman. 

Deadline  for  1999  entries:  February  1,  2000 


Three  $10,000  Prizes 


Judging  Panel 

Christiane  Amanpour 

chief  international  cotrespondent, 
CNN  Intemaooml  and  special  corre¬ 
spondent,  “60  Minutes,”  CBS  News 

Ken  Auletta 

author,  media  columnist.  The  New  Yorker 

Tom  Brokaw 

anchor  and  managing  editor, 

NBC  Nigfitly  News  wit/i  Tom  Brokaw 


Gregory  Curtis 

editor,  Texas  MontWy 

Osborn  Elliott 

dean  emeritus,  Columbia  University  Graduate 
School  of  Journalism 

Ellen  Goodman 

associate  editor  and  columnist.  The  Boston 
Globe 


Clarence  Page 

columnist/editorial  board  member, 
Chicago  Tribune 

Howell  Raines 

editorial  page  editor.  The  New  York  Times 

Mike  Wallace 

senior  cotrespondent  and  co-editor,  “60 
Minutes,”  CBS  News 


Entry  forms  can  be  obtained  from  Charles  Eisendrath,  Director,  The  Livingston  Awards,  Wallace  House, 
University  of  Michigan,  620  Oxford  Road,  Ann  Arbor,  MI  48104.  Phone:  734-998-7575.  Fax:  734-998-7979. 
www.livawards.org  E-mail:  LivingstonAwards@umich.edu  n  , 


Inc.  newspaper  in  East  Brunswick,  N.J., 
when  Publisher  Robert  Collins  directed 
editors  to  move  a  negative  story  about  an 
advertiser  from  Page  One  to  the  business 
section.  The  story  about  Nationwide 
Computers  &  Electronics  detailed  a  state 
consumer-affairs  investigation  that  result¬ 
ed  in  15  counts  of  deceptive  advertising 
and  fraud  against  the  company. 

Collins  and  Editor  Richard  Hughes 
declined  to  comment  about  the  incident 
for  this  article,  but  Hughes  said  at  the  time 
that  the  directive  was  surprising.  “It  was  a 
good  local  story  for  us  and  belonged  on 
Page  One,”  he  said  in  July  1998.  “I’m 
always  uncomfortable  with  that  sort  of 
thing.” 

The  Globe's  Storin  saw  similar  ad  pres¬ 
sure  in  1998  when  the  paper  fired  colum¬ 
nist  Mike  Barnicle  for  plagiarism.  While 
the  newspaper  was  still  deciding  whether 
to  let  Barnicle  go  in  the  face  of  mounting 
proof  he  had  lifted  items  for  his  column, 
then-Publisher  Benjamin  Taylor  received 
a  letter  from  Staples  Inc.  CEO  Tom  Stern¬ 
berg  that  hinted  the  Globe  might  be  a  less 
appealing  vehicle  for  advertisement  with¬ 
out  Barnicle. 

“We  responded  that  we  appreciated  his 
viewpoint,  but  told  him  it  would  have  no 
effect  on  our  decision,”  says  Globe 
spokesman  Richard  Gulla. 

Brad  Williams.  Staples  director  of  pub¬ 
lic  relations,  says  Sternberg  saw  no  harm 
in  giving  his  opinion.  “We  have  the  right 
to  express  that  view,  and  we  did,”  he  says. 


ADVERTISERS  HAVE  ‘PUU’ 


Yes 


No 


Not  sure 


•  Have  you  ever  had  an  advertiser  pull  ads  because  of  a  story  it  opposed? 

EDITORS 


•  Have  you  ever  had  an  advertiser  threaten  to  puli  ads  because  of  a  story  it  opposed? 


TOTAL 


•  Has  an  advertiser  ever  expressed  objections  about  not  being  inciuded  in  a  story? 
TOTAL  EDITORS  PUBUSHERS 


£«pn-ipp  pou 


Newspaper  as  advertiser? 

Other  damage  to  the  Wall  between  edito¬ 
rial  and  advertising  can  come  through  the 
use  of  a  newspaper's  news  pages  —  or  even 
its  logo  or  masthead  —  for  advertising. 

One  example  is  an  ad  campaign  the 
New  York  Daily  News  employs  with  local 
supermarket  chains,  in  which  the  paper 
allows  a  chain  to  place  a  full-page  ad  on 
the  front  page  of  several  thousand  copies 
of  the  tabloid-style  paper  in  place  of  that 
day’s  regular  Page  One,  logo  and  all. 
Under  the  program,  conceived  by  newspa¬ 
per  executives,  the  supermarket  pays  for 
the  printing  of  the  special  copies  of  the 
paper  that  include  the  advertising  front 
page,  but  also  contain  the  newspaper’s 
remaining  regular  pages  and  regular  logo. 

USA  Today  offers  a  similar  program 
that  involves  placing  a  special  advertising 
wrap  with  the  paper’s  logo  around  copies 
of  the  paper  that  are  distributed  at  trade 
shows.  The  program  received  some  op¬ 
position  when  several  of  the  special  edi¬ 
tions  from  a  medical  conference  in 
Switzerland  were  accidentally  distributed 


as  regular  newsstand  copies  last  year. 

USA  Today  Publisher  Tom  Curley 
agrees  that  allowing  some  of  the  special 
editions  to  end  up  on  regular  news  racks 
was  a  mistake,  but  says  the  use  of  such 
advertising  for  special  events  is  ethically 
sound  if  properly  labeled.  “We  think  it  is 
clearly  different,  if  it  is  clearly  labeled.” 
he  says. 

So  where  do  you  draw  the  line?  Or,  in 
this  case,  build  the  Wall?  Although  the  LA. 
Times  situation  is  an  obvious  mistake,  given 
the  direct  financial  link  between  paper  and 
advertiser,  others  are  not  as  clear-cut. 

“I’m  not  sure  where  the  line  is,”  says 
Dennis  Sodomka,  executive  editor  of  The 
Augusta  (Ga.)  Chmnicle.  “But  I  don’t  think 
we  ought  to  be  writing  about  something  we 
have  a  stake  in.” 

Sodomka  says  any  improvement  will 
have  to  start  with  the  advertising  ranks 
since  they  are  the  ones  pushing  for  more 
influence.  But,  he  adds.  “My  fear  is  they 
don’t  see  it  as  a  problem.” 

George  Harmon,  chairman  of  news  and 
editorial  at  Northwestern  University’s 


Medill  School  of  Journalism,  says  both 
editors  and  business  managers  need  to 
remember  the  reader. 

“The  average  guy  on  the  street  doesn’t 
like  the  advertising  pressure  on  the 
media,”  Harmon  says.  “If  you  want  to 
keep  that  person,  you  can’t  let  them  be 
suspicious.” 

Publisher  Peter  R.  Kann  of  The  Wall 
Street  Journal  contends  that  the  Wall  will 
stand  firm  and  allow  papers  to  continue  to 
be  profitable  enterprises  because,  in  the 
end,  advertisers  want  to  be  in  a  credible 
product. 

Says  Kann:  “Sophisticated  advertisers  ... 
understand  the  importance  of  editorial  inde¬ 
pendence  and  integrity  to  their  long¬ 
term  ability  to  del 
message  in  a  believal 
text.”  ■ 

Next  week:  News¬ 
paper  industry  lead¬ 
ers  examine  how  to 
maintain  and  streng¬ 
then  the  Wall. 
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MICHIGAN 
Journalism  Fellows 


$5,000  monthly  stipend, 

plus  all  tuition  &.  fees 


The  Fellowship  is  designed  to  broaden  1^^ 
perspectives,  nurture  intellectual  growth,  and 
inspire  personal  transformation.  With  no 
deadlines,  exams,  or  papers  to  worry  about,  a 
Michigan  Fellowship  frees  you  to  explore  the 
expanse  of  scholarship  available  at  the 
University  of  Michigan.  Leading  academics 
and  figures  of  major  interest  in  journalism 
give  seminars  and  discuss  issues.  Past 
speakers  have  included  Mike  Wallace, 

Charles  Gibson,  Barbara  Ehrenreich, 

Michael  Moore,  Catharine  MacKinnon, 

Clarence  Page,  Patrick  Oliphant,  Richard  Ford  and 
David  Halberstam. 

Spouses  are  an  integral  part  of  the  Fellowship 
experience  and  are  invited  to  participate  actively. 
They  often  end  their  year  with  a  book  in  the  works. 


'5 


a  new  career  on  the  horizon.  Housing  is  easy  and 
the  public  schools  are  very  good. 

Mike  and  Mary  Wallace  House:  This  graceful, 
spacious  home,  a  gift  from  the  CBS  newsman  and 
his  wife,  serves  as  headquarters  for  the  Michigan 
Journalism  Fellows. 


Fellowships  Awarded  Include: 

Daniel  B.  Burke  Fellowship  •  Time-Warner  Fellowship  for  Minority  Journalists 
Burton  R.  Benjamin  Fellowship  in  Broadcast  Journalism 
Sports  Reporting  Fellowship  •  Ford  Fellowship  in  Transportation  Technology 
Mike  Wallace  Fellowship  in  Investigative  Reporting  •  Kellogg  Fellowships  in  Public  Policy  Study 
Knight  Specialty  Reporting  Fellowships  in 
Business/Economics  •  Education  •  Law  •  Medicine/Health  Sciences 


One  application  offers  consideration  for  any  and  all  Fellowships  available.  Full-time  journalists  in  any 
media  with  five  years’  experience  may  apply.  Application  deadline  February  1  postmark.  Inquiries  and 
applications  to:  Charles  R.  Eisendrath,  Director,  Michigan  Journalism  Fellows,  Wallace  House,  620 
Oxford  Road,  University  of  Michigan,  Ann  Arbor,  MI  48104.  Phone:  734-998-7666.  Fax:  734-998- 
7979.  www.mjfellows.org  E-mail:  drath@umich.edu 


ethicscorrier 


Mr.  Tampa’s  travel  agency 

TRIBUNE  IGNORES  ITS  COLUMNIST’S  ‘CIVIC  AFFAIRS’  BY  ALLAN  WOLPER 


Meet  Tom  McEwen,  76, 

civic  icon,  sports  editor 
emeritus,  35  years  a 
columnist,  and  CEO  of 
the  McEwen  Interna¬ 
tional  Travel  agency. 

Listen  to  McEwen  tell  how  his  column 
and  connections  sold  taxpayers  on  a  $35- 
million  spring-training  stadium  for  New 
York  Yankee  owner  George  Steinbrenner 
—  a  close  friend  who  helped  the  colum¬ 
nist  start  his  travel  agency. 

Close  your  mouth  as  he  recounts  his 
Pied  Pipering  for  an  $84-million  arena  for 
the  Tampa  Bay  Lightning  hockey  team 
while  he  collects  tens  of  thousands  of  dol¬ 
lars  in  travel  fees  from  them.  But  don’t 
blame  Tom  McEwen  for  being  Tom 
McEwen.  He  does  what  he  does  and  did 
what  he  did  because  he  was  told  he  could. 

"Tom  is  one  of  the  few 
people  in  this  world  who  v 
could  do  that  kind  of  thing  and 
no  one  would  think  any- 
thing  of  it,”  explained 
Jack  Butcher,  his  former 
publisher  at  the  Tampa 
(Ra.)  Tribune.  "I  - 
never  had  one  single 
complaint  the  whole 
time  I  was  at  the  paper.” 

And  the  sports  journalists 
knew  all  about  it.  [|HBE 

Hockey  writers  at  the 
Tampa  Tribune,  and  its  blood 
rival  across  the  bay,  the  St.  Petersburg 
Times,  used  to  call  McEwen  Travel  to 
catch  a  flight  with  the  team. 

When  McEwen  was  sports  editor,  his 
writers  booked  their  flights  and  train 
connections  through  the  travel  agency, 
which  is  run  by  his  wife,  Linda.  “We 
stopped  doing  that  when  Media  General, 
which  owns  the  Tribune,  started  its  own 
travel  agency,”  said  McEwen.  “I  forget 
exactly  when.” 

Everyone  who  knows  McEwen  or 
reads  McEwen  likes  McEwen.  Reporters 
who  shudder  at  his  conflicts  say  he  is  a 
gentle  man.  That  he  nurtures  young  Jour¬ 
nalists.  That  he  plays  with  the  rich  and 
famous  and  writes  about  it. 
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There  is  black  and  white, 
and  there  is  the  gray  area 
where  Tom  McEwen  sits  at 
his  home,  in  his  journalism 
dotage,  pounding  out  two 
columns  a  week  and  one 
“Hey  Tom”  piece  in  which  he 
answers  letters  from  readers. 

The  Tribune  wants  its 
readers  to  believe  that  the 
gray  is  gone.  That  Mc- 
Ewen’s  kind  of  newsroom 
corporate  behavior  is  a 
symbol  of  previous  laissez-faire  adminis¬ 
trations.  The  paper  even  published  a  new 
ethics  policy  that  forbids  columnists  and 
reporters  from  doing  what  Tom  does. 

“Credibility  is  a  platform  for  words  and 
ideas.”  trumpeted  the  1 1  -page  ethics  docu¬ 
ment  posted  on  the  paper's  Web 
site.  “Without  it.  no  one 
pi  can  hear  us.  It’s  not  a 
/  ground  for 

/ our  personal  gain.” 

''  /  T’n/jM/it'  has 

''MSl  never  uttered  a  syllable 
about  McEwen’s  travel 
connections.  And  it 
looks  like  it  never  will, 
pt ethics  policy  or  no.  “I 
don’t  think  we  have  to 
^  explain  relationships  to  our 

readers.”  said  Paul  Smith, 
sports  editor  for  the  Tribune 
the  past  10  years.  “And  it 
isn’t  an  issue  anymore.  The 
travel  agency  doesn’t  handle  the 
Lightning  anymore.” 

Smith  is  wrong. 

“We  spend  plenty  of  money  with 
McEwen.”  said  Phil  Thibcxleau.  director  of 
the  hockey  team’s  services  department. 
“I’ve  been  here  for  three  years,  and  we’ve 
worked  with  them  every  year.” 

When  I  told  Smith  what  Thibodeau  told 
me,  he  sighed.  “I  guess  I’ll  talk  to  Tom 
again.”  Smith  said.  “He  told  me  they  hadn’t 
been  doing  much  with  them  since  they 
bought  their  own  charter  plane.” 

Tribune  readers  who  want  to  learn  about 
McEwen’s  travels  have  to  read  John  F. 
Sugg,  co-editor  of  Weekly  Planet,  a  free. 


alternative  paper  that  circu¬ 
lates  in  Tampa,  St.  Petersburg, 
and  Clearwater. 

Sugg,  a  former  assistant 
metro  editor  at  the  Tribune, 
used  state  records  to  tell  the 
tale  of  the  travel  agency.  He 
traced  it  back  to  1978  when  it 
was  part  of  Fugazy  Interna¬ 
tional  Travel  and  George 
Steinbrenner  was  one  of  its 
three  directors.  In  1985,  the 
McEwen  family  took  it  over. 

“If  a  politician  had  that  kind  of  conflict 
of  interest,  everyone  would  be  screaming 
for  his  head,”  said  Sugg.  “And  the  Tribune 
would  write  about  it.” 

Some  Tribune  editors  meet  Sugg’s  sto¬ 
ries  with  whispers  about  him.  They  claim 
the  Tribune  fired  him  and  that  he  is  using 
his  McEwen  stories  to  get  even.  Sugg  quit 
in  1995  following  some  soul-searching 
after  Tribune  editors  refused  to  publish  an 
investigation  that  his  reporters  had 
worked  on  for  six  months. 

The  whispers  work.  None  of  the  main¬ 
stream  newspapers  pick  up  his  stories. 
Even  though  Jay  Black  and  Robert  Steele, 
ethics  specialists  at  the  Poynter  Institute  in 
St.  Petersburg,  say  Sugg’s  take  on  McEwen 
had  been  on  the  money. 

But  McEwen  has  an  answer  for  his 
ethics  critics.  “It  seems  to  me  that  they 
might  have  their  own  conflict  of  interest.” 
chuckled  the  curmudgeonly  columnist, 
referring  to  the  fact  that  a  Poynter  holding 
company  owns  the  St.  Petersburg  Times. 

Meanwhile,  McEwen  yearns  for  the 
good  old  days. 

“‘Red’  Pittman  used  to  praise  me  for  my 
involvement  in  civic  affairs,”  McEwen 
reminisced,  referring  to  a  former  publisher, 
now  decea.sed.  "There  is  always  a  gray  area 
when  you  involve  yourself  in  civic  affairs.” 

Tom  McEwen  is  Mr.  Tampa.  He  can 
use  his  travel  agency  to  ride  off  into  the 
sunset.  The  best  way  the  Tribune  can 
thank  him  for  his  civic  crusades  is  to 
inform  its  readers  that  his  kind  of  journal¬ 
ism  is  a  thing  of  newspapers  past. 

It’s  a  great  way  to  get  credibility  and 
really  bring  its  ethics  policy  on-line.  ■ 

www.mediainfo.com 


E&P  classified  advertising 


1515  Broadway,  New  York,  NY  10036  •  lisad@mediainfo.com  •  michelea@mediainfo.com  •  hazelp@mediainfo.com 


I  Fax;  (212)  536-8800 
^  Phone:1-888-825-9149 


FEATURES  AVAILABLE 


_ ASTROLOGY _ 


Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://www.time-data.com 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 


WE'LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders  in 
weekly  automotive  industry  reporting. 
Automotive  News  Syndicate 
Joe  Hanley  (212)  254-0890 
Fax  (21 2)  254-7646 

BUSINESS  CARTOONS 


“BUSINESS  AS  USUAL”  is  a  weekly 
cartoon  series,  published  nationally. 
For  a  free  sample  selection  contact 
Jim  Sizemore  at  (41 0)  823-5571  or 
E-mail  moresize@aol.com 
View  the  portfolio  at 
www.business-as-usual.com 


CARTOONS 


ANNOUNCEMENTS 


COLUMNS  AVAILABLE 


ANTIQUE  TALK 

The  Calvin  &  Hobbes  of  antique  columns 
www.antiquetalk.com 
(203)  263-2899 


ENTERTAINMENT 


“Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing/with  photos 
E-mailed  or  US  mail  (800)  959-9977 


FEATURES  AVAILABLE 


DR.  DAVE’S  MEDICAL  COLUMN 
Humorous,  informative  medical  column 
written  by  a  physician!  Other  features 
by  top-notch  columnists  available. 

Contact  Bucci  Media  at 
media@uniserve.com  (604)  899-0352 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Appealing,  graphic  rating 
system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  1 0941 . 

(914)  692-4572,  Fax  (914)  692-831 1 1 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 


NEWSPAPER  APPRAISERS 


1 999-2000  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
E-mail:  kevinkamenandco@aol.com 
NY  (516)  379-2797,  Tampa  (727) 
786-5930,  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHAT’S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
wvvw.mediamergers.com 

NEWSPAPER  BROKERS 

BOLITHO  MEDIA  SERVICE 
Community  Newspaper  Sales  & 
Appraisals,  www.bolitho.com 
(580)421-9600 


JMPC,  Est.  1983,  sells  community, 
suburban,  niche,  daily,  and  weekly 
newspapers,  in  90-120  days.  Phone 
(614)  889-9747.  http://www.jmpc.net 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  E.,  ^  ^ 
Newspapers  ^ 

Check  our  References 

265-9300  Ted  Rickenbacher 
Rickenbacher  Media 
6731  IX-sto  Dr,  Dallas,  TX  75223 
www.rickcnbachermeclia.com 


NEWSPAPER  BROKERS 


GAUGER  MEDIA  SERVICE.  INC. 
Appraisals.  Mergers.  Acquisitions 
David  E.  Gauger 

PO.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Affiliated  with  Mel  Hodell 
Nationwide  Sales.  Acquisitions,  Mergers 
51 96  Benito  St.  #1 1 ,  Montclair,  CA  91 763 
(909)  626-6440,  Fax  (909)  624-8852 
WWW. media-broker.com 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta.  GA  30326 
(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 

PHILLIPS  PROPERTIES.  INC. 
Consultants  -  Investments 
Management  -  Brokers 
PO.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


FOR  A  LIST  OF 
Publications  For  Sale  Go  To ... 
WWW.  mediamergers.  com 


NEWSPAPER  BROKERS 


780  Sold -Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres,  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (91 4)  291  -7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY 
conducts  professional,  confidential 
negotiations  for  sale  and  purchase  of 
highest  quality  daily  and  weekly  news¬ 
papers  in  the  country.  Before  you  con¬ 
sider  sale  or  purchase  of  a  property, 
you  should  call  (727)  733-8053  or  write 
Box  31 29,  Cleanwater  Beach,  FL  34630 
No  obligation  of  course. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW 1 3th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


MICHAEL  D.  LINDSEY 
Experienced  —  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 


Opportunities  for  Experienced 
Entrepreneurs  —  MICHIGAN:  Com¬ 
munity  weekly;  NEW  ENGLAND: 
Healthcare  monthly;  FLORIDA:  Keys 
lifestyle  monthly;  SOUTH  CARO¬ 
LINA:  Shopper  must  sell.  Mayo 
Communications,  (81 3)  971  -2061 . 


PARK  CITY  UTAH. 

Biweekly  community  newspaper  in 
Utah’s  wealthiest  and  fastest  growing 
county.  Contact  Rick  (801)  359-8880. 


NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


PROFITABLE  WEEKLY 
IN  NORTHERN  IOWA 
Ideal  for  first  time  buyer.  $225,000. 
Call  Dennis  Herrick,  Skogman  Com¬ 
mercial  Services  (319)  363-8286. 


TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801 
Exposition,  Austin,  TX  78703-2833. 
(512)  476-3950 


Specialty  paid  publication  aimed  at 
rapidly  expanding  antique  market. 
Respected,  profitable  product  with 
significant  regional  growth  potential 
for  buyer  with  strong  sales  and  pro¬ 
motion  experience.  This  publication, 
located  on  the  east  coast,  could  be  a 
turnkey  operation  if  desired.  Sales  in 
the  $250,000  to  $500,000  range.  Can 
be  sold  with  or  without  printing  and 
composing  capability  of  present 
owner  who  is  prepared  to  be  highly 
competitive  if  services  and/or  office 
space  are  needed.  Cash  deal  pre¬ 
ferred  but  would  consider  other 
options  from  qualified  buyer. 

Available  immediately. 

Contact: 

Polich  Media 
PO.  Box  506 
New  York  City,  NY  10021 


LIBERTY  GROUP  PUBLISHING 
is  aggressively  seeking  newspapers 
and  other  print  publication  acquisi¬ 
tions.  LGP  is  owner/operator  of 
approximately  240  publications, 
including  60  daily  newspapers.  All  cor¬ 
respondence  and  discussions  are  con¬ 
fidential.  Contact: 

KENNETH  W.  COPE 
Executive  Vice-President 
1 006  W.  Harmony 
Neosho,  MO  64850 
Phone:  (417)451-1520 


NEWSPAPER  APPRAISERS 


j  Confidential  Appraisal  Bolitho-Cribb  We  have  sold 

i  for  Estate,  ESOP,  ^  .AsSOCldtCS  thousands  of 

Partners,  Bank,  Tax,  Publication  Brokerage  publishing  companies 
I  Stock,  Assets  iAppraiaala  Since  1923 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-566-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
Jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East, 
Buffalo,  WY.  82834 
ifhicks@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Nmles,  FL  341(S 
tokis®  mindspring.com 


For  a  listing  of  publications  for  sale,  go  to  www.cribb.com 


www.mediainfo.com 
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EQUIPMENT  &  SUPPLIES 


INDUSTRY  SERVICES 


CAMERA  &  DARKROOM 


NO  NONSENSE  50“  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  OK  Optical 
(310)372-0372 


FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Miom:  (516)  843-3003 
Fax:  (516)  843-2280 


MELVILLE,  NY 


MAILROOM 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886.  Fax  (816)  887-2762 

MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-5218  Fax  (407)  273-901 1 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini 

and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 

Terry  Connors,  Director  of  Sales 
Phone:  (508)  850-7945 

Fax:  (508)  850-7951 

www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817,  Fax  (770)  590-7267 


PRESSES 


COMMERCIAL  PRESSES/AUXILIARIES 
Brush  Dampener  Conversions 
(81 5)  648-461 1 ,  Fax  (81 5)  648-2856 

EXCELLENT  OPPORTUNITY 
5-unit  Goss  Community  SC/SSC 
comprised  of  1-three  color  unit  (UOP), 
1  stacked  unit,  3  mono  units. 

Very  clean.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)  561-6401  inter@sprintmail.com 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses,  AL  TABER 
(770)  552-1528,  Fax  (770)  552-2669 


PRESSES 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


Quality  Used  Equipment: 

•  21  1/2“  Heatset  Package 

•  21  1/2"  Goss  SSC  Folders  (2) 

•  21  1/2“  Goss  SSC  Four  High  Unit 

•  21  1/2”  Goss  SSC  Unit  (Rebuilt) 

GLOBAL  SINGLEWIDTH  SALES 
Call  (630)  876-9977 
Fax  (630)  876-9972 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 
(800)  255-6746  or  (913)  492-9050 
www.inlandnews.com 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800)  257-3045 


WANTED  TO  BUY 


BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 


WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitchers/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 
(256)  997-9355  Fax  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817,  Fax  (770)  590-7267 


CIRCULATION  SERVICES 


!!!  1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 

E-mail:  mns1@metro-news.com 
www.metro-news.com 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


!!!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS !!!! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


Aggressive,  Product  Orientated 
Outbound  Telemarketing  Solutions 

Northwest  Circulation  Sales,  Inc. 

A  Full  Business  Partner  ™ 

(877)  540-8754 


BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 


HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 
(800)  260-9823 


JOHN  A  BURKE 
NY  •  NJ  •  PA 

CIRCULATION  MARKETING  SERVICES 
Phone/Fax;  (516)  588-2735 

MARKETING  PLUS  INC, 
Telemarketing  specialists  in  circula¬ 
tion  development.  Custom  programs 
for  any  size  publication.  State  of  the 
art  predictive  dialer.  We  have  many 
years  of  experience  delivering  Qual¬ 
ity  plus  Quantity  sales!  Phone  (732) 
738-51 00,  Fax  (732)  738-51 1 5 
E-mail  JanMont@Earthlink.com 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Sen/ing  Newspapers  Since  1976 

(888)  940-2200 
www.thepisagroup.com 

CIRCULATION  SERVICES 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  2GONC  (800)  776-6397 

SPECTRUM  MARKETING  SERVICES 
A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

Call  Doug  Reese  at  (800)  972- 


TELE  DIRECT  MARKETING,  INC. 
(912)  226-6100,  Fax  (912)  226-5414 
“newspaper  telemarketing  experts” 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds, 
scheduling  &  circulation.  Fake  Brains, 
Phone  (303)  791-3301 
http://www.fakebrains.com 


MARKET  RESEARCH 

raveabout'“  ravenhart 
Consultancy  &  Information  Services 
raveabout@hotmail.com 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELECTRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide: 

New  or  used  drive  motors  and  consoles 
for  single  or  double  width  presses. 
Also:  Parallel  drives,  horsepower 
upgrades  or  new  AC  Drive  Con¬ 
versions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908, 24  hour  line 
(505)  842-1357 
RO.  Box  1952 
Albuquerque,  NM  87103 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
denways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 1 0 


PUBLISHER  CONSULTANTS 


CRADICK  &  MINIE.  Confidential 
Consultants  to  Publishers.  70  years 
combined  industry  experience.  (888) 
414-5038  or  minie5382@aol.eom 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
Offering  The  Programs  Innovative  Circulators  Need. 

•  25%  Minimum  Prepaid  Subscription  Sales 

•  Post  Start  Verification  with  Instant  E-mail 

•  Do-Not-Call  File  Cleanup 

•  Upgrade  Conversions  &  Non-Pay  Restarts 
Call  1-888-343-0470  for  more  information 


C2 


EDITOR  &  PUBLISHER  /  DECEMBER  4.  1999 


www.mediainfo.com 


classified  advertisin 


1515  Broadway.  New  York,  NY  10036  •  lisad@mediainfo.com  •  michelea@mediainfo,com  •  hazelp@mediainfo  com  •  Fax:  (212)  536-8800  •  Phone:  1-888-825-9149 


ACADEMIC 


THE  SCHOOL  OF  JOURNALISM 
of  the  Annenberg  School  for  Com¬ 
munication  at  the  University  of 
Southern  California  (USC)  invites 
applications  for  up  to  six  tenure-track 
positions.  The  School,  which  aspires 
to  become  the  nation’s  best  at  train¬ 
ing  21st-Century  journalists  and  pub¬ 
lic  relations  practitioners,  seeks  fac¬ 
ulty  who  can  contribute  to  one  or 
more  of  the  following  areas:  digital 
photography  and  graphics;  new 
media  (electronic  publishing,  com¬ 
puter-assisted  reporting,  online 
information  sourcing);  broadcast 
journalism,  radio  as  well  as  TV  news, 
news  magazine  and  documentary; 
print  journalism,  including  magazine 
writing  and  specialized  reporting; 
issues  of  diversity,  including  race 
and  ethnicity,  in  news  employment 
and  coverage;  media  ethics  and  crit¬ 
icism;  public  relations. 

The  School  offers  Bachelor’s 
degrees  in  print  journalism,  broad¬ 
cast  journalism  and  public  relations, 
and  Master’s  degrees  in  broadcast, 
international,  and  print  journalism, 
and  strategic  public  relations.  About 
550  students  are  enrolled.  The  fac¬ 
ulty  consists  of  14  full-time  members 
and  35  part-time  professionals  from 
major  California  media.  It  includes 
research  scholars  and  writers  and 
broadcasters.  The  School  is  known 
for  its  emphasis  on  professional 
experience,  but  it  also  seeks  candi¬ 
dates  with  outstanding  records  of 
academic  scholarship. 

The  School  benefits  from  state-of- 
the-art  facilities  for  broadcast  and 
online  journalism,  encourages  stu¬ 
dents  to  intern  abroad,  and  partici¬ 
pates  in  interdisciplinary  activity  with 
International  Relations,  the  Marshall 
School  of  Business,  the  School  of 
Communication  and  other  units 
across  the  campus.  The  School  of 
Journalism,  along  with  the  Schools 
of  Engineering  and  Cinema- 
Television,  also  is  active  in  the 
Annenberg  Center  for  Communica¬ 
tion. 

USC  is  an  AA/EO  Employer.  The 
School  seeks  a  faculty  as  diverse  as 
the  city  of  Los  Angeles. 

Faculty  rank  and  salary  will  depend 
on  the  successful  candidates’  back¬ 
grounds.  Applications  will  be 
reviewed  starting  immediately  for  the 
2000-2001  academic  year. 

Candidates  are  asked  to  send  a 
cover  letter— no  phone  calls,  please — 
describing  their  background, 
interests  and  areas  of  expertise,  a 
curriculum  vitae,  a  small  sample  of 
publications  or  other  creative  work, 
and  the  names  of  three  references  to: 

Loren  Ghiglione 
Director,  School  of  Journalism 
Annenberg  School  for  Communication 
University  of  Southern  California 
3502  Watt  Way,  Suite  322 
Los  Angeles,  CA  90089-0281 

WWW, mediainfo.com 


ACADEMIC 


FOOD  SAFETY  COMMUNICATIONS 
SPECIALIST 

Washington  State  University,  Seattle, 
WA.  Full-time,  Administrative  Pro¬ 
fessional.  Starts  July  1,  2000. 
Responsibilities:  Publicity  on  food 
quality  and  safety.  Required: 
Master’s  degree  and  training  in  jour¬ 
nalism  and  biological  science,  expe¬ 
rience  in  mass  media,  use  word  pro¬ 
cessing,  E-mail  and  Internet. 
Desired:  Ability  to  work  with  news 
media,  legislative  and  public  policy 
issues  related  to  food  systems.  For  com¬ 
plete  responsibilities,  requirements  and 
desired  qualifications,  see  WWW  post¬ 
ing  at  http://cahenews.wsu.edu/ 
safefood.htm  or  contact  Terence 
Day.  Applications:  Screening  begins 
Jan  14,  2000,  continues  until  filled. 
Send  letter  of  application;  resume: 
names,  address,  phone  numbers  of 
three  references  to  Terence  L.  Day, 
WSU,  RO.  Box  646244,  Pullman,  WA 
99164,  phone  (509)  335-2863, 

fax  (509)  335-2863 
terence@wsu.edu 
EOE/AA/ADA 

ASSISTANT  PROFESSOR 

CENTRAL  CONNECTICUT 
STATE  UNIVERSITY 
The  English  Department  of  Central 
Connecticut  State  University  invites 
applications  for  a  tenure  track  posi¬ 
tion  in  Journalism  (assistant  pro¬ 
fessor).  Journalism  is  part  of  the 
department’s  writing  program  and 
serves  students  minoring  in  Journal¬ 
ism  as  well  as  others.  Our  needs 
include  courses  in  news  and  feature 
writing,  editing  (including  desktop 
publishing),  journalism  history,  mag¬ 
azine  writing,  media  law  and  ethics, 
and  online  and  other  computer- 
assisted  journalism. 

REQUIREMENTS:  Extensive  experi¬ 
ence  in  daily  journalism  and  strong 
record  of  professional  publication, 
preferably  supplemented  by 
scholarly  publication.  Ph.D.  pre¬ 
ferred,  teaching  experience  desired. 
Strong  commitment  to  the  following: 
teaching,  professional  and  scholarly 
publication,  advising  of  students, 
placement  and  supervision  of  stu¬ 
dent  interns  in  the  workplace,  assist¬ 
ing  in  coordination  of  the  Journalism 
Program,  and  service  to  the  English 
Department  and  the  University. 

Please  send  letter  of  application, 
transcripts,  and  three  letters  of 
recommendation  to: 

Dr.  Loftus  Jestin,  Chairman 
English  Department 
Central  Connecticut  State  University 

New  Britain,  CT  06050-401 0 
Review  of  applications  will  begin 
March  1,  2000.  CCSU  aggressively 
pursues  a  program  of  equal  employ¬ 
ment  and  educational  opportunity 
and  affirmative  action.  Members  of 
all  underrepresented  groups,  women, 
veterans,  and  persons  with  dis¬ 
abilities  are  Invited  and  encouraged 
to  apply. 


ACCOUNTING 


NEWSPAPER  CONTROLLER 
The  Paducah  (KY)  Sun,  the  31,000- 
circulation  daily  flagship  newspaper  of 
Paxton  Media  Group  seeks  a  qualified 
controller.  Applicants  should  have  at 
minimum  a  Bachelor's  degree  in 
accounting  and  workplace  experience 
in  supervisory  accounting  roles.  Pri¬ 
mary  responsibilities  include  recruit¬ 
ing,  supervision  and  organization  of 
the  newspaper’s  accounting  staff; 
oversight  of  payroll  functions  and  con¬ 
trols;  generation  of  tax,  INS  and  other 
required  government  payroll  docu¬ 
mentation;  managing  and  enforcing 
inventory,  billing  and  cash  controls; 
and  generation  of  budget  reports  and 
projections,  statistical  reports  and  ana¬ 
lyses  as  directed  by  the  publisher. 
Benefits  include  pension  AND  401  (k) 
with  company  match;  choice  of 
health  plans,  and  more.  Send 
qualifications,  references  and  salary 
expectations  to: 

“Controller”,  The  Paducah  Sun, 

Box  2300 

Paducah,  KY 42002-2300 

No  phone  calls,  please. 

ALEXANDRIA  NEWSPAPERS,  INC., 
publisher  of  the  Town  Talk,  a 
40,000-1-  daily  in  central  Louisiana, 
has  an  immediate  opening  for  a 
Finance  Director.  College  degree 
required.  CPA  preferred;  equivalent 
experience  will  be  considered.  Will 
be  responsible  for  financials  of  the 
newspaper  and  two  subsidiary  print¬ 
ing  companies.  Will  serve  as  busi¬ 
ness  advisor  to  the  Publisher  and 
CEO  of  all  three  companies.  Must  be 
able  to  provide  analysis  of  business 
trends.  Five  years  newspaper  expe¬ 
rience  preferred.  Must  have  strong 
managerial  abilities.  Salary  based  on 
experience.  Generous  annual  bonus 
and  stock  option  opportunity.  Send 
resume  with  cover  letter  and  salary 
requirements  to  Joy  L.  Williford,  The 
Town  Talk,  PO.  Box  7558,  Alex¬ 
andria,  LA  71306  or  E-mail  to  person- 
nel@thetowntalk.com  Alexandria 
Newspapers,  Inc.,  is  a  division  of 
Central  Newspapers,  Inc.  EOE. 

Drug-free  workplace 


ACCOUNTING 


ACCOUNTING  MANAGER 
Small  weekly  newspaper  in  Dallas, 
Texas  is  seeking  individual  with 
strong  accounting  experience  includ¬ 
ing  AR  AR,  GL  and  Payroll  for  a  one 
person  office.  HR  experience  a  plus. 
Competitive  salary,  health,  dental 
and  life  insurance,  401  (k)  with  gen¬ 
erous  matching.  Fax,  mail  or  E-mail 
resume  with  salary  requirements  to: 
Patricia  Martin 
People  Newspapers 
61 1 6  N.  Central  Expressway,  Suite  230 
Dallas,  TX  75206 
Fax  (214)  363-6948 

E-mail  pmartin@peoplenewspapers.com 

ADMINISTRATIVE 

PUBLISHER:  Live  and  work  in  Para¬ 
dise.  Manage  a  cluster  of  4  weeklies 
plus  niche  publications  on  Sanibel 
and  Captiva  Islands  in  Southwest 
Florida.  Experience  in  generating 
revenues,  meeting  financial 
objectives  and  publishing  high  qual¬ 
ity  weekly  newspapers  required. 
Solid  base  salary  plus  incentives. 
401  (k).  full  benefits.  Send  resume 
and  salary  history  to  Jack  Glarrow,  cl 
o  The  Breeze  Newspapers,  RO.  Box 
151306,  Cape  Coral,  FL  3391 5-1 306. 


We  are  seeking  a  dynamic,  experi¬ 
enced  individual  to  lead  a  talented 
group  of  people  at  The  Daily  Gate 
City,  a  five  day  newspaper  in 
Keokuk,  Iowa.  This  is  not  an  office 
job,  but  it  is  a  unique  opportunity  for 
someone  with  a  strong  advertising/ 
marketing  background  and  superb 
people  skills.  If  you  enjoy  communi¬ 
ty-interaction,  and  would  like  to  work 
and  live  in  a  historic  town  on  the 
Mississippi  River,  contact  us.  The 
Gate  City  is  part  of  a  unique  cluster 
of  publications  in  the  market.  We 
offer  a  competitive  salary  and  bonus 
program,  benefits  package.  Join  the 
Brehm  Communication’sfamily  of  com¬ 
munity  newspapers  today.  We’re  peo¬ 
ple  oriented.  Send  your  resume  to; 

General  Manager 

Brehm  Communications  RO.  Box  28429 
San  Diego,  CA  92 198 


An  Editor  &  EmUitAor  Guide: 

BEST  JOBS  TO  START  YOUR  CAREER 


ACADEMIC 


ACADEMIC 


The  E.W.  Scripps  School  of  Journalism  at  Ohio  University  seeks 
mid-career  professionals  from  advertising,  broadcast  news,  mag¬ 
azines,  newspapers,  and  public  relations  to  be  Scripps  Howard 
Teaching  Fellows  in  its  three-year  Ph.D.  program.  The  program, 
among  the  best  in  the  country  in  mass  communication,  will  pay 
fellows  $20,000  a  year  plus  tuition,  renewable  for  two  years. 
Master’s  required.  Contact: 

Patrick  S.  Washburn 
(740)  593-2593 

Program  information:  www.scripps.ohiou.edu 
Applications:  www.ohiou.edu/~gradstu/apps.htm 


EDITOR  &  PUBLISHER  DECEMBER  4,  1999 
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HELP  WANTED 


ADMINISTRATIVE 


TARGET  MEDIA  PARTNERS, 
one  of  the  nation's  fastest  growing 
companies  in  the  weekly  publishing 
industry,  has  immediate  openings  for 
qualified  individuals  to  join  our  team. 
We  seek  individuals  with  a  minimum 
of  five  years  experience  as  a  General 
Manager  or  District  Manager.  The 
qualified  candidates  will  train  in  one 
of  our  offices  for  6  to  9  months  and 
they  must  be  willing  to  relocate  to 
operate  their  own  branch  location. 
We  offer  competitive  compensation 
package  including  base  salary, 
bonus,  comprehensive  health  insur¬ 
ance,  paid  vacation  and  401  (k)  pro¬ 
gram.  Send  resume  and  cover  letter 
to:EDL,1921  Stonebrook  Drive,Knox- 
ville,  TN  37923. 


THE  MAYNARD  INSTITUTE  SEEKS 
a  Director  of  Programs.  Duties 
include  develop  curriculum  for  man¬ 
agement  and  editing  training  with 
diversity  emphasis,  recruit  faculty, 
enroll  participants,  evaluations, 
budgeting  and  overall  management. 
Need  background  in  journalism,  staff 
supervision  and  journalism  training, 
strong  communication  skills,  experi¬ 
ence  working  with  different  levels  in 
news  organizations,  and  cross¬ 
media  experience.  Extensive  travel. 
Salary  and  benefits  competitive. 
Send  letter  of  application,  resume 
and  3  references  to  Executive 
Search,  Maynard  Institute  for  Jour¬ 
nalism  Education,  1211  Preservation 
Park  Way,  Oakland,  CA  9461 2. 
www.maynardije.org 


ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
We  are  seeking  to  fill  one  of  the  top 
jobs  in  the  advertising  department  of 
the  flagship  newspaper  of  one  of  the 
nation's  larger  publicly  traded  com¬ 
panies.  As  Retail  Advertising  Man¬ 
ager,  you  would  be  expected  to 
achieve  company  goals  in  all  areas 
including  majors,  local,  our  web  site, 
co-op  and  new  business  development. 
The  successful  candidate  will  be  able 
to  coach  our  sales  managers  and 
account  executives  on  a  daily  basis 
through  training  and  face  to  face  calls 
on  advertisers  of  all  types.  3-5  years 
newspaper  management  experience  a 
must.  Your  attention  to  detail  will  be 
critical  to  you  success. 

If  you  feel  that  you  are  able  to  make  a 
difference,  please  send  your  resume 
with  a  cover  letter  and  salary  history 
to: 

Sally  Newbury 
Advertising  Director 
New  Haven  Register 
40  Sargent  Drive 
New  Haven,  CT  0651 1 
Fax:  (203)  789-5770 
E-mail  snewbury@nhregister.com 


ADVERTISING 


CLASSIFIED  OUTSIDE  SALES 
SUPERVISOR 

The  Florida  Times-Union  has  a 
challenging  classified  advertising 
career  opportunity.  Be  a  part  of  a 
multi-faceted  sales  management 
team.  We  as  the  leader  in  advertising 
and  information  strongly  believe  in 
succession  planning.  Our  qualified 
candidate  must  possess  proven 
sales  and  supervisory  experience, 
with  exceptional  communication 
skills,  both  written  and  oral.  This 
creative  individual  must  be  highly 
motivated  with  the  ability  to  positively 
lead  and  coach  and  outside  sales 
team  in  a  fast-paced  environment. 

The  committed  candidate  will  work 
diligently  to  coach,  train  and  guide 
as  a  team  of  dynamic  advertising 
sales  professionals  and  develop 
sales  skills  to  optimum  performance 
levels.  We  are  seeking  a  sharp  and 
seasoned  professional  with 
sophisticated  marketing  experience 
and  the  ability  to  determine  and 
satisfy  customer  needs. 

We  offer  a  competitive  base  with 
unlimited  earnings  potential  and 
excellent  benefits  package. 

To  take  advantage  of  this  exciting 
career  opportunity,  send/fax/E-mail 
cover  letter  and  resume,  along  with 
salary  requirements  to: 

The  Florida  Times-Union 
Attn:  Employment  Manager 
RO,  00x1949 
Jacksonville,  FL  32231 
Fax  (904)  359-4695  or 
E-mail:spulmano@tu. infi.net 

We  are  an  equal  opportunity 
employer.  We  consider  applicants 
for  all  positions  without  regard  to 
race,  color,  religion  sex,  national 
origin,  age,  marital  status,  or  the  pre¬ 
sence  of  a  disability,  which  would 
not  prevent  the  performance  of 
essential  job  duties  with,  or  without 
reasonable  accommodation  of  any 
other  protective  status. 

We  are  a  DRUG-FREE  WORKPLACE 


RETAIL  SALES  SUPERVISOR 
Charleston,  South  Carolina 
Live  and  work  in  one  of  the  most 
beautiful  and  charming  old  cities  in 
the  south.  Charleston  is  growing  and 
business  is  booming.  If  you  have 
previous  management  experience  or 
an  excellent  sales  record  and  want 
to  move  into  management,  this  is  the 
right  move  for  you.  Send  resume 
and  cover  letter  to  Joel  Cardwell,  dis¬ 
play  advertising  manager,  134  Col¬ 
umbus  Street,  Charleston  SC  20943- 
4800,  Fax  to  (843)  937-5463  or 


ADVERTISING 


ADVERTISING  OPERATIONS 
MANAGER 

Ready  to  take  your  career  to  the  next 
level  in  one  of  Newsweek  Maga¬ 
zine's  iTop  10  Hottest  Tech  Cities?! 
Would  you  mind  living  in  the  city 
named  #2  in  Money  Magazine's 
iBest  Places  to  Live?!  Have  both  finan¬ 
cial  analysis  and  systems  manage¬ 
ment  experience?  Then  you  could 
be  the  candidate  we  seek  to  fill  an 
innovative  new  position  at  the  Austin 
(Texas)  American-Statesman.  Report¬ 
ing  to  the  Vice  President  of  Advertis¬ 
ing,  the  Advertising  Operations  Man¬ 
ager  will  be  responsible  for  financial 
analysis  and  budgeting,  creative  ser¬ 
vices,  ad  make-up  and  quality 
improvement  processes,  as  well  as 
sales  force  automation.  Will  work 
closely  in  collaboration  with  advertis¬ 
ing  managers  as  well  as  other  news¬ 
paper  departments  such  as  ITS, 
Accounting,  and  Marketing.  Qualified 
candidates  will  bring  3-5  years  of 
experience  leading  both  financial 
and  technical  teams,  along  with  solid 
problem  solving  and  negotiation 
skills  to  this  key  role.  Please  submit 
your  resume  with  cover  letter  sum¬ 
marizing  your  qualifications  to: 

Advertising  Operations  Manager 
Human  Resources 
Austin  American-Statesman 
PO.  Box  670,  Austin,  TX  78767 
You  may  instead  E-mail  to: 

aa-sjobs@statesman.com  or 
Fax  to  (51 2)  445-3883 
Pre-employment  drug  test  and  back¬ 
ground  required.  EOE 


RETAIL  ADVERTISING  MANAGER 

The  Daily  News  of  Los  Angeles,  the 
San  Fernando  Valley  newspaper 
(201,000  daily,  213,000  Sunday)  is 
looking  for  a  dynamic  Retail 
Advertising  Manager.  Lead  a  team 
of  highly  motivated  sales  managers 
and  sales  associates  into  the  next 
millennium.  Candidate  must  possess 
excellent  people  skills,  lead  the  team 
in  strategic  initiatives  and  implemen¬ 
tation,  and  possess  strong  sales  and 
leadership  skills. 

The  Daily  News  offers  a  wide  range 
of  benefits  including  a  generous 
salary,  excellent  bonus  program, 
medical,  401  (k)  and  more. 

Send  resume  and  employment  history 
to: 

Paul  Ingegneri 
Advertising  Director 
Daily  News,  RO.  Box  4200, 
Woodland  Hills,  CA91365. 


ADVERTISING  MANAGER  for  Hobbs 
News-Sun,  an  award  winning  daily  in 
sunny  southeast  New  Mexico.  Would 
be  willing  to  hire  an  advertising  sales 
person  ready  to  become  an  advertis¬ 
ing  manager.  Full  benefit  package. 
Great  pay  based  on  experience. 
Please  fax  resume  and  salary  require¬ 
ments  to  Kathi  Bearden  at: 

(505)  393-5724  or  E-mail 
bearden@leaconet.com 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 

Advertising  manager  needed  immedi¬ 
ately  to  lead  growing  department  at  a 
family-owned,  expanding  publishing 
company  located  in  a  modern  building. 
Job  site  is  an  attractive,  smaller  north¬ 
east  recreational  community  near  major 
metropolitan  attractions. 

Company  has  recently  made  a  cluster 
publication  acquisition  and  now  needs  a 
highly-skilled  classified  manager  to  max¬ 
imize  the  growth  potential.  Position 
requires  a  demonstrated  ability  to  lead 
the  classified  department,  sales  and 
service  as  well  as  manage  the  depart¬ 
ment  information  system. 

A  competitive  salary  and  an  attractive  com¬ 
mission  program  will  provide  solid 
career  advancement.  Excellent  benefits 
and  an  opportunity  to  demonstrate 
ability  in  a  grovrth  situation. 

Contact:  Poiich  Media 
RO.  Box  506 
New  York  City,  NY  10021 


NATIONAL  ADVERTISING  SALES 
MANAGER 

The  Naples  Daily  News,  a  Scripps 
Howard  newspaper  is  looking  for  an 
experienced  National  Advertising 
Sales  Manager.  The  ideal  candidate 
must  be  an  energetic  self-starter  who 
can  handle  responsibility  in  a  fast 
paced  sales  environment.  Must  have 
prior  daily  newspaper  experience 
dealing  with  major  national  advertis¬ 
ing  agencies.  Please  send  resume 
and  cover  letter  with  position  title 
and  salary  requirements  in  con¬ 
fidence  to: 

J.  Patrick  Berling, 

Director  of  Sales  &  Marketing 
Naples  Daily  News 
1 075  Central  Avenue 
Naples,  FL34102 

EOE/Drug  Free 


CLASSIFIED  ADVERTISING  MANAGER 
The  Statesman  Journal,  a  Gannett 
newspaper  in  the  capitol  city  of  Salem, 
Oregon  located  in  the  beautiful 
Willamette  Valley,  has  an  exciting 
opportunity  for  a  Classified  Advertising 
Manager,  '^u  will  lead  a  staff  of  30  and 
be  responsible  for  managing  and  attain¬ 
ing  sales  goals,  identifying  trends  and 
changes  in  the  marketplace  and  initiat¬ 
ing  relevant  new  product  and  pricing 
programs  to  carry  out  our  strategic 
objectives.  We  are  looking  for  an  expe¬ 
rienced,  aggressive,  goal-oriented 
sales  professional  with  3-5  years 
Classified  Advertising  management 
experience.  Excellent  verbal  and  writ¬ 
ten  communication  skills,  familiarity 
with  budget  and  market  analysis  and 
strong  computer  skills  are  a  must. 
Salary,  bonus,  full  benefits  including 
401  (k).  Send  resume  to: 

HR  Department,  Statesman  Journal 
RO.  Box  13009,  Salem,  OR  97309 
Equal  Opportunity  Employer 


E-mail  to: 

jcardweil@postandcourier.com 

It's  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 
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HELP  WANTED 


ADVERTISING 


ADVERTISING  DIRECTOR 
Creative,  imaginative,  experienced  pro¬ 
fessional  needed  for  high-quality, 
long-established  East  Coast  daily 
business  newspaper.  Print  advertis¬ 
ing  sales  management  experience 
required;  business-to-business  and 
demographic  sales  skills  necessary. 
Lead,  train,  motivate  and  manage  an 
eight-person  display  and  classified 
staff.  Excellent  compensation,  bene¬ 
fits.  Reply  with  resume,  compensa¬ 
tion  history  to  Box  01103, 

Editor  &  Publisher. 


ASSISTANT  CLASSIFIED  MANAGER 
TELEPHONE  SALES 
The  Commercial  Appeal,  a  leader  in 
E.W.  Scripps  Company,  has  a  great 
move-up  opportunity  for  the  right 
candidate.  You  will  be  successful  in 
this  position  if  you  are  a  self-starter, 
well  organized  and  success  driven. 
The  right  candidate  will  possess  a 
B.S.  or  B.A.  degree  in  Communica¬ 
tions,  Advertising  or  Management  or 
3-4  years  experience  in  managing  a 
successful  newspaper  advertising 
telephone  sales  operation.  Man¬ 
agement  of  a  classified  outside  sales 
staff  and/or  knowledge  of  the  Atex 
Enterprise  front-end  system  is  a  plus. 
Experience  in  classified  forecasting/ 
budgeting  and  a  history  of  developing 
unique  initiatives  and  motivational  pro¬ 
grams  will  help  secure  this  position. 

We  offer  a  very  competitive  salary, 
good  medical  and  dental  health  bene¬ 
fits,  a  company-matching  401  (k)  pro¬ 
gram,  a  good  working  environment  and 
more.  To  apply  send  a  cover  letter,  your 
resume  and  salary  history  to: 

Linda  Steen,  Employment  Manager 
The  Commercial  Appeal 
495  Union  Avenue,  Memphis,  TN  38103 
Or  E-mail  steen@gomemphis.com  EOE 


ART/GRAPHICS 


CLASSIFIED  ART  DIRECTOR 
The  Post  and  Courier,  an  indepen¬ 
dent  100,000  plus  circulation  news¬ 
paper  in  historic  Charleston,  SC  is 
seeking  an  experienced  art  director 
to  lead  a  talented  classified  graphic 
art  team.  Knowledge  of  Macintosh 
based  programs  of  QuarkXPress, 
Illustrator  and  Photoshop  along  with 
a  proven  leadership  track  record  is 
required.  Experience  in  automotive, 
real  estate  and  boating  advertising  is 
a  major  advantage.  Only  the  most 
qualified  need  apply. 

A  planned  retirement  has  created 
this  opening.  You  will  receive  a  com¬ 
petitive  salary,  have  the  opportunity 
to  work  in  an  excellent  atmosphere 
and  live  in  one  of  the  best  cities  in 
the  United  States. 

Please  send  at  least  five  non- 
returnable  tearsheets,  a  resume  and 
salary  requirements  to: 

Bill  Cranford,  director  of  Classified  & 
New  Media  Advertising 
The  Post  and  Courier 
1 34  Columbus  Street 
Charleston,  SC  29403 


ART/GRAPHICS 

THE  (BATON  ROUGE)  ADVOCATE, 
a  100,000  circulation  daily,  is  seek¬ 
ing  an  Information  Graphics/Design 
person  for  our  newsroom.  The  job 
requires  a  proven  ability  to  recognize 
and  develop  graphic  opportunities 
from  a  variety  of  news  and  feature 
stories;  an  ability  to  create  informa¬ 
tion  graphics  including  charts  and 
maps;  Macintosh  skills,  particularly 
in  Freehand,  Photoshop,  QuarkX¬ 
Press  and  Word;  and  an  ability  to 
work  well  with  other  people.  A  jour¬ 
nalism  background  is  required.  An 
artistic  background  is  helpful.  Hours 
and  work  schedule  will  be 
determined.  Salary  is  commensurate 
with  experience.  Mail  resume  to 
Human  Resources,  The  Advocate, 
RO.  Box  588,  Baton  Rouge,  LA 
70821 . 


CIRCULATION 


SINGLE  COPY  MANAGER 
The  Pittsburgh  Tribune-Review, 
among  the  fastest  growing  newspa¬ 
pers  in  the  country,  is  seeking  a 
Single  Copy  Manager  to  lead  the 
team  responsible  for  sales,  market¬ 
ing,  distribution  and  collections.  We 
are  looking  for  an  accomplished 
leader  with  single  copy  experience, 
proven  marketing  success  and  at 
least  5  years  of  newspaper  man¬ 
agement.  Send  cover  letter,  resume 
and  salary  requirements  to: 

Jeff  Simmons 
Circulation  Director 
Pittsburgh  Tribune-Review 
D.L.  Clark  Building 
503  Martindale  Street,  3rd  Floor 
Pittsburgh,  PA  15212 

HOME  DELIVERY  MANAGER 

The  Daily  Times,  a  branch  of  The 
Thomson  Chesapeake  Newspaper 
Group  located  on  Maryland's  Eastern 
Shore  is  looking  for  the  right  person  to 
manage  the  Home  Delivery  Depart¬ 
ment  (Daily  and  Sunday).  The  ideal 
candidate  will  have  a  minimum  of  2  to 
3  years  of  successful  experience  in  the 
home  delivery  department  and  the 
ability  to  lead  and  work  in  a  team 
environment. 

Send  all  resumes  to: 

Attn:  Human  Resources 
The  Daily  Times 
1 1 5  E.  Carroll  Street, 

Salisbury,  MD  21 801. 


CIRCULATION  DIRECTOR 
wanted  for  28K/30K,  daily/Sunday, 
seven  day  paid  on  the  banks  of  the 
Mississippi  River.  We  need  a  CD  that 
can  sell  newspapers,  and  teach  the 
staff  to  do  the  same.  Solid  home 
delivery  and  single  copy  knowledge 
is  a  must.  You  should  be  fluent  in 
ABC  and  have  an  understanding  of 
budgeting  and  financial  reporting.  If 
you're  looking  for  a  new  challenge, 
send  me  (no  phone  calls)  your 
resume  and  salary  expectations. 

James  Shrader,  Publisher 
THE TELEGRAPH 
RO.  Box  278 
Alton,  IL  62002 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Times  Leader,  a  Northeastern  Pen¬ 
nsylvania  50,000  daily  newspaper,  is 
looking  for  an  experienced  individual 
to  lead  its  circulation  operation.  Can¬ 
didate  must  be  an  innovator  and 
developer  of  people  who  can  imple¬ 
ment  successful  programs  designed 
to  improve  growth  in  circulation  num¬ 
bers.  Competitive  salary,  bonus  and 
flexible  benefits  program.  Reply  with 
resume  and  compensation  history  to: 
Colleen  Wateski,  personnel  director. 
The  Times  Leader, 

15  North  Main  Street, 
Wilkes-Barre,  PA  1871 1 . 


CIRCULATION  DIRECTOR 
Twice  weekly  Scripps-Howard 
newspaper  in  resort  area  on  Florida 
gulf  coast  seeks  individual  with 
experience  in  home  delivery  and 
mail  subscriptions,  single  copy,  and 
TMC  non-sucscriber  product.  Must 
have  marketing  and  promotion  skills. 
Excellent  company  benefits. 

Send  resume  to: 

Carol  Becklund,  The  Destin  Log 
RO,  Box  957,  Destin,  FL  32540 
Fax  (850)  654-8455, 
E-mail:ctbecklund@emeraldcoast.com 


CIRCULATION 


CIRCULATION 
DISTRICT  MANAGER 

Seven-day  local  100,000-1-  newspa¬ 
per  in  Zone  4  has  a  great  opportunity 
for  an  experienced  circulator.  The 
candidates  we  seek  has  strong 
home  delivery  experience  to  develop 
and  implement  appropriate  controls 
to  maximize  sales  and  service. 

The  ideal  candidate  will  have  a  min¬ 
imum  of  one  year's  circulation  man¬ 
agement  experience  and  a  desire  to 
join  a  company  that  provides 
unlimited  career  growth  potential. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to 

The  Mobile  Register, 

Attn:  Human  Resources, 

PO.  Box  2488, 

Mobile,  AL  36652-2488. 

Classified  .Advertisers: 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at 
888-825-9149 


CIRCULATION 

I  CIRCULATION 

1 

Sales 

The  world's  premier  publisher  of  business 
and  information  has  an  opportunity  available 
in  our  Princeton,  NJ  facility. 

National  retail 

ACCOUNTS  MANAGER 

The  qualified  candidate  will  identify  single  copy  sales  opponunities 
and  develop  sales  strategy  for  Dow  Jones  titles  in  regional  and 
national  retail  chains.  Market  publications  through  news  retail, 
experience  marketing  and  sales  on  newsstands.  Evaluate  retailer 
needs  and  develop  solutions.  Coordinate  with  wholesalers,  CFO, 
Marketing  Communications  and  Systems  departments.  Manage  the 
national  promotion  budget.  Negotiate  optimum  space  and  position 
for  Dow  Jones  titles  in  national  and  regional  retail  accounts. 
Strong  sales  and  previous  management  experience  in  marketing 
publications.  Must  possess  exceptional  organizational,  writing, 
verbal  and  communication  skills.  A  college  degree  or  equivalent 
experience  is  desired. 

We  offer  a  competitive  salary,  excellent  benefits  and  opportunities 
for  advancement.  Qualified  candidates  should  send  resumes 
and  salary  requirements  to: 

Dow  Jones  &  Company 

Employee  Relations 
Job  Code: 

LD/MM  WSJ  84536E-P 
PO  Box  300,  Bldg  #1 
Princeton,  NJ  08543-0300 
Fax:  609-520-4149 
Laura.davis@dowjones.com 
www.dj.com/careers  eoe,  m/f/h/v 
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HELP  WANTED 


CIRCULATION 


CIRCUUTION  DISTRICT  MANAGERS 
The  Blade,  a  145,000  daily  and 
200,000  Sunday  newspaper,  has 
immediate  openings  for  Circulation  Dis¬ 
trict  Managers.  We  are  seeking  ser¬ 
vice  driven  circulation  professionals 
experienced  in  working  with  inde¬ 
pendent  delivery  contractors  to  meet 
sales  and  service  goals.  The  majority 
of  our  routes  are  delivered  by  adult 
carriers  and  are  PBM. 

We  are  looking  for  a  minimum  of 
three  years  circulation  field  experi¬ 
ence.  College  degree  or  equivalent 
desired.  Excellent  salary  and  benefits 
package.  Reply  in  confidence  to: 

Human  Resources,  The  Blade 
541  N.  Superior  Street,  Toledo,  OH  43660 
Equal  Opportunity  Employer 


PROMOTIONS  MANAGER 
The  Galveston  County  Daily  News  is 
looking  for  an  aggressive,  results- 
oriented  circulation  promotions 
manager.  We  produce  an  award¬ 
winning  newspaper  and  are  willing  to 
provide  the  resources  needed  to 
achieve  our  growth  goals.  The  suc¬ 
cessful  applicant  will  manage  our 
telemarketing  department,  sampling 
program  and  carrier  contests,  as  well 
as  promote  the  newspaper  at  various 
community  events.  The  Daily  News 
is  a  family  owned  newspaper  located 
in  a  historic  city  on  the  Gulf  Coast  of 
Texas.  Please  send  your  resume  to: 

Gurney  King 

The  Galveston  County  Daily  News 
RO.  Box  628,  Galveston,  TX  77553 
Or  Fax  to  (409)  744-6268 


CIRCULATION  MANAGER 
Weekly  newspaper  group  in  a  vibrant 
Connecticut  community  is  seeking  a 
results-oriented  professional  to 
manage  its  circulation  department. 
The  ideal  candidate  is  a  self-starter 
with  the  demonstrated  ability  to 
manage  subscription  sales  and 
develop  a  strong  single  copy  pre¬ 
sence.  An  understanding  of  bulk  and 
Periodicals  mail  regulations  is  helpful. 

If  you  are  a  manager  on  the  district  or 
zone  level  ready  to  take  your  career  to 
a  new  level,  and  wish  to  join  an  orga¬ 
nization  that  will  challenge  you  to  your 
full  potential,  this  may  be  the  right  job 
for  you. 

We  provide  an  exceptional  starting 
salary  and  benefits  package  with 
unlimited  growth  potential.  Reply  in  con¬ 
fidence  to 

Box  01 123,  Editor  &  Publisher, 

1515  Broadway,  12th  FI,  NY,  NY  10036 


EDITORIAL 


CITY  EDITOR 

We're  looking  for  a  confident, 
organized  city  editor  for  a  growing 
newsroom  where  fairness  and 
accuracy  are  paramount.  Com¬ 
petitive  salary  and  benefits.  Send 
resume  and  cover  letter  to: 

Ray  Eckenrode,  Managing  Editor 
Altoona  Mirror 

RO.  Box  2008,  Altoona,  PA  16603 


_ CIRCULATION _ 

CIRCULATION  DIRECTOR 

The  Sarasota  Herald-Tribune,  the 
largest  daily  newspaper  in  the  New 
York  Times  Regional  Newspaper 
Group  at  100,000-plus,  is  looking  for 
an  experienced  individual  to  lead  it's 
circulation  operation.  The  newspa¬ 
per's  market  area  includes  com¬ 
munities  of  Sarasota,  Venice, 
Manatee,  Englewood  and  Pt. 
Charlotte,  all  located  on  the  Florida's 
Gulf  Coast. 

The  qualified  individual  will  have  a 
minimum  of  5  years  experience  in 
newspaper  circulation  management, 
preferably  as  the  top  circulation 
executive  at  a  large  daily.  Must  be  a 
“hands-on”  leader  in  a  very  com¬ 
petitive  arena  and  an  innovator  who 
can  implement  successful,  non- 
traditional  programs  designed  to 
improve  growth  in  circulation  num¬ 
bers. 

We  offer  a  very  comprehensive 
package  of  salary,  bonus  and  flexi¬ 
ble  benefits  second  to  none  in  the 
industry. 

Qualified  candidates  should  send  a 
letter  of  interest  and  current  resume 
to: 

HUMAN  RESOURCES 
Herald-Tribune 
RO.  Box  1719 
Sarasota,  FL  34230 

NO  PHONE  CALLS,  PLEASE! 


EDITORIAL 


A  CALL  TO  COPY  EDITORS 
We’re  looking  for  two  word  pros  to 
fill  vacancies  on  our  local  news  and 
sports  copy  desks.  If  you  have  some 
daily  newspaper  experience,  if  you 
get  a  charge  out  of  making  sure 
copy  is  squeaky  clean  and  if  you  con¬ 
sider  copy  editors  to  be  the  true 
advocates  for  readers,  then  contact 
us.  Send  your  resume  and  tear 
sheets  to  Richard  A.  Sullivan,  The 
Syracuse  Newspapers,  RO.  Box 
4915,  Syracuse,  NY  13221.  For  fur¬ 
ther  information,  call  (31 5)  470-6082  or 
E-mail:  rsullivan@syracuse.com 

AMERICAN  LAWYER  MEDIA 
The  country's  premier  legal  journalism 
company  needs  an  editor  to  run  its  new 
statewide  monthly  in  Florida  covering 
the  business  of  law.  We're  looking  for  an 
experienced  journalist  who’s  familiar 
with  the  legal  profession,  who  can  write, 
edit  and  assemble  a  network  of  cor¬ 
respondents,  and  who  wants  to  be  the 
state's  most  influential  legal  journalist. 
Resume  and  clips  to: 

Editor-in-Chief 
Daily  Business  Review 
RO.  Box  01 0589 
Miami,  FL33101 

NEVADA  DAILY  has  immediate  open¬ 
ing  for  Sports  Reporter.  Fax  resume, 
clips  to  Elko  Daily  Free  Rress 
(775)738-2215 


EDITORIAL 


ARTS  EDITOR 

Want  to  work  for  a  paper  that  aims  to 
shape  iocal  culture  rather  than  just 
report  on  it?  The  Independent  Weekly, 
an  award-winning  alternative  paper 
(circulation  50,000)  in  the  Raleigh/ 
Durham/Chapel  Hill  region  of  North 
Carolina,  is  looking  for  an  experienced 
editor  to  steer  our  arts  section.  The 
qualified  candidate  will  be  an  excep¬ 
tional  leader  who  is  highly  creative, 
impatient  with  mediocre  entertainment 
coverage  and  able  to  help  writers  craft 
sophisticated  criticism.  Send  letter, 
resume,  clips  and  references  to: 

Arts  Editor  Search, 

RO.  Box  2690,  Durham,  NC  27715. 
No  faxes.  E-mails  or  phone  inquiries, 
please. 


ARTS  JOURNALIST 
The  News  &  Observer  seeks  an 
experienced,  energetic  reporter  for  a 
challenging  arts  beat  in  the  Raleigh- 
Durham-Chapel  Hill  area  of  North 
Carolina.  The  job’s  main  focus  is  cov¬ 
ering  our  region’s  vibrant  theater 
scene,  but  it  includes  GA  arts  report¬ 
ing,  too.  Interest  and  expertise  in 
another  discipline  are  a  big  plus.  We 
cover  an  extensive  performing  com¬ 
munity  of  regional  theaters  and  uni¬ 
versity  programs  that  develop  new 
works  and  preview  Broadway-bound 
shows:  national  tours;  and  a  flourish¬ 
ing  community  theater  network.  The 
job  is  a  mix  of  reporting  news,  devel¬ 
oping  big-picture  features,  writing  pro¬ 
files,  issue  and  trend  stories  and 
reviewing  productions.  We  seek  a 
skilled  reporter  with  a  big  appetite  for 
being  in  the  paper,  a  sophisticated 
writer  with  knowledge  and  passion 
and  a  critic  whose  insights  will  engage 
an  intelligent  and  demanding  reader- 
ship.  It’s  a  great  job  in  a  great  place  to 
live  and  work.  If  you  want  it,  send  your 
10  best  clips  and  5  story  Ideas,  along  with 
a  resume  that  includes  references  to: 

Melanie  Sill,  Managing  Editor 
The  News  &  Observer 
215  S.  McDowell  Street 
Raleigh,  NC  27602 


AUSTIN  AMERICAN-STATESMAN 
seeks  someone  for  News  Technology 
team  as  a  pagination  editor.  We’re 
looking  for  someone  to  help  with 
training,  troubleshooting  and  tweak¬ 
ing  of  DT  pagination  system.  Appli¬ 
cants  should  have  understanding  of 
Macs,  desktop  publishing  software 
and  have  good  people  skills.  Experi¬ 
ence  with  DT  software  a  plus,  as  is 
newsroom  experience. 

Send  resume  to  Austin  American- 
Statesman,  RO.  Box  670,  Austin,  TX 
78767. 

Fax  (51 2)  445-3883 
E-mail  aa-sjobs@statesman.com 


EDITOR  WANTED 

A  weekly  Middle  Tennessee  News¬ 
paper  is  needing  an  Editor.  Send 
resume  and  clips  to: 

Chuck,  Manchester  Times, 

RO.  Box  1 91 ,  Manchester,  TN  37355. 


EDITORIAL 


BUSINESS  EDITOR 
Wanted  by  NJ's  most  prestigious 
and  established  chain  of  community 
newspapers.  Will  serve  as  Business 
Editor  for  our  flagship  newspaper, 
and  Editor  of  semi-monthly  Business 
Journal.  Will  develop  concepts/ideas 
for  content,  write  articles  and  work 
with  freelancers  and  columnists.  The 
ideal  candidate  will  have  Bachelor’s 
degree,  5  years  editing  experience 
and  a  business  writing  background. 
Experience  in  editing,  page  layout 
and  feature  writing  also  required. 
Supervisory  experience  a  plus.  Must 
be  computer  literate,  detail-oriented 
and  a  team  player.  Send  resumes  to 
Cindy  Mann,  The  Princeton  Packet, 
300  Witherspoon  Street,  Princeton, 
NJ  08542. 


BUSINESS  REPORTER  NEEDED 
Atlanta  Business  Chronicle,  one  of 
the  country's  top  weekly  business 
journals,  is  seeking  an  experienced 
reporter  to  cover  Atlanta's  fast-paced 
commercial  real  estate  industry.  A 
reporter  with  at  least  several  years' 
experience  on  daily  papers  is  pre¬ 
ferred.  Contact: 

David  Allison,  editor 
Atlanta  Business  Chronicle 
Phone  (404)  249-1039 
E-mail:  dallison@amcity.com 


BUSINESS  REPORTERS 
JOB  OPENINGS  -  THE  SEATTLE  TIMES 
Cover  one  of  America's  hottest  business 
centers.  Seattle  is  home  to  Microsoft, 
Boeing,  Starbucks,  Amazon.com  and  a 
newspaper  that  has  won  seven 
Pulitzers.  The  Seattle  Times  has  open¬ 
ings  for  three  business  reporters.  One 
would  track  Boeing  in  its  global  compe¬ 
tition  with  Airbus.  Another  would  cover 
the  emerging  world  of  e-commerce.  And 
the  third  would  chronicle  such  retailers 
as  Nordstrom,  Costco  and  REI. 

If  you  want  to  work  with  a  team  of 
talented  reporters  and  editors  in  a  city 
that  is  forging  the  new  economy  of  the 
21st  century,  please  send  a  cover  letter, 
a  resume  and  clips  to: 

Patricia  Foote,  Assistant  Managing  Editor 
for  Hiring/Staff  Development 
The  Seattle  Times 
RO.  Box  70,  Seattle,  WA  981 1 1 


CHICAGO  LAWYER,  an  award¬ 
winning,  news-oriented  monthly 
magazine  for  the  legal  community 
and  Chicago  power  structure,  seeks 
a  staff  writer  who  can  be  creative  in 
features,  hard-hitting  in  investiga¬ 
tions  and  comprehensive  in  news  cov¬ 
erage.  The  preferred  candidate  has 
news  experience  on  a  daily;  knows 
courts  and  the  legal  system;  and 
wants  the  opportunity  for  longer,  in- 
depth  assignments.  Strong  gram¬ 
mar,  writing  and  reporting  skills  are 
essential,  as  is  the  intellect  to  deal 
with  complex  topics.  Fax  (312)  644- 
4255  or  mail  clips  and  resume  to: 

Donna  Gill,  Managing  Editor 
Chicago  Lawyer 
415  N.  State,  Chicago,  IL 60610 
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HELP  WANTED 


EDITORIAL 


CITY  EDITOR 

The  Newport  (Rl)  Daily  News  seeks  a 
city  editor  to  lead  a  talented  staff  of  8 
reporters  and  3  photographers  in  cov¬ 
ering  one  of  the  country’s  most  excit¬ 
ing  communities. 

Newport  is  a  world-class  small  city, 
known  for  its  jazz  festivals,  sailing,  his¬ 
tory,  Navy  base,  museums  and 
tourism.  But  it  is  also  a  city  with  tradi¬ 
tional  urban  problems  and  gov¬ 
ernmental  issues  demanding  more- 
than-routine  coverage. 

This  is  not  a  job  for  a  beginner.  It 
might  be  ideal  for  an  assistant  city 
editor  at  a  larger  paper.  We  are  one  of 
the  best  small  papers  in  New  England 
and  intend  to  get  even  better.  Tell  us 
how  you  can  help.  Send  your  resume, 
samples  of  your  work  and  a  letter 
about  yourself  to: 

David  B.  Offer,  Editor 
The  Newport  Daily  News 
RO.  Box  420,  Newport,  Rl  02840 
No  phone  calls,  please 

CITY  GOVERNMENT  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper,  is  looking  for  a 
reporter  to  cover  city  government. 
We're  looking  for  a  good  writer  with 
some  experience  covering  government; 
who  can  explain  its  workings  and  deci¬ 
sions  so  that  readers  understand  them. 
Send  clips  and  resume  to: 

Janie  Nelson,  AME 
Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301 
(850)  599-2370,  jnelson@taldem.com 
Fax:  (850)  599-2295 

ENTERTAINMENT  EDITOR 
Entertainment  editor  and  features 
writer  for  Knight-Ridder  newspaper 
located  on  California’s  beautiful  Cen¬ 
tral  Coast.  Three  years  experience  in 
reporting,  editing  and  layout. 
Responsible  for  entertainment  tab 
and  features  for  other  sections. 
Resume  and  clips  to; 

Human  Resources,  The  Tribune 
Box  1 1 2,  San  Luis  Obispo,  CA  93406 

CITY  HALL  REPORTER 
The  Fort  Wayne  (IN)  News-Sentinel 
is  seeking  a  reporter  who  can 
translate  the  activities  of  City  Hall 
into  compelling  narratives  with  a 
human  face.  The  city  has  a  $142 
million  budget,  202,000  residents,  a 
new  mayor  and  active  neighborhood 
associations.  This  is  a  top  newsroom 
position  requiring  full-time  daily 
experience.  Send  resume,  clips  and 
a  cover  letter  explaining  how  you 
would  report  beyond  the  bureaucrats 
to  Jeri  Kornegay,  executive  metro 
editor.  The  News-Sentinel,  600  Main 
Street,  Fort  Wayne,  IN  46802. 

An  Equal  Opportunity  Employer 


INTERNATIONAL  WIRE  SERVICE 
seeks  creative,  enterprising  reporter, 
bilingual  in  English/Spanish,  for  excit¬ 
ing  Caribbean  correspondency.  For 
details  send  resume  and  feature  clip¬ 
pings  to  michellefaul@hotmail.com 


EDITORIAL 


CITY  HALL  REPORTER 
The  Star  Tribune  in  Minneapolis/St. 
Paul  seeks  an  experienced,  aggressive 
beat  reporter  to  cover  Minneapolis 
city  government,  including  the  City 
Council,  the  mayor,  city  boards  and 
agencies  and  city  elections.  This 
reporter  will  focus  on  how  services 
are  provided,  how  money  is  spent, 
what  new  rules  are  made  and 
whether  elected  officials  are  following 
through  on  campaign  promises.  Must 
have  five  years’  reporting  experience 
and  an  excellent  record  of  breaking 
news.  Must  have  government  report¬ 
ing  experience  and  know  how  the 
budgeting  and  taxing  processes 
work.  Must  be  able  to  juggle  a  high 
volume  of  complicated  daily  stories 
and  enterprise. 

The  Star  Tribune,  an  equal  opportunity 
employer,  is  owned  by  McClatchy 
Newspapers  of  Sacramento,  CA.  It  is 
the  14th  largest  daily  paper  in  the 
country  with  a  circulation  of  410,564 
and  the  1 2th  largest  Sunday  paper  at 
673,528.  Send  letter,  resume  and 
clips  to: 

Brenda  Rotherham 
Newsroom  Recruiter 
Star  Tribune,  425  Portland  Avenue 
Minneapolis,  MN  55488 
Apply  by  Thursday,  Dec  23 

CLASSICAL  MUSIC  CRITIC/REPORTER 
Thriving  Knight  Ridder  newspaper 
seeks  critic/reporter  to  cover  classical 
music,  dance  and  general  assign¬ 
ment  in  artsy  metro  area  of  2.5 
million.  Must  have  two  years'  relevant 
experience  as  a  critic  and  feature 
writer  on  a  daily  newspaper  over 
100,000  circulation.  Send  resume 
and  clips  by  December  1 5  to: 

Bob  Shaw,  St.  Paul  Pioneer  Press 
345  Cedar  Street,  Saint  Paul,  MN  55101 

or  rshaw@pioneerpress.com 

CONSCIENTIOUS  REPORTER 
capable  of  producing  clean,  crisp 
copy  and  quality  photographs  for 
fast-growing  weekly.  Position  offers 
solid  assignments  on  major  issues  in 
rapidly  developing  Caribbean  island. 
Ideal  for  serious,  career-oriented 
journalist.  Salary  $285/week. 
Resume,  clips  to: 

Box  01 1 28,  Editor  &  Publisher 
1515  Broadway,  1 2th  FI,  NY,  NY  1 0036 


COPY  EDITOR  -  The  Springfield  News- 
Sun,  a  35,000  AM  Ohio  daily  located 
between  Columbus  and  Dayton, 
whose  staff  has  received  95  Associated 
Press  awards  in  the  1990s,  has  an 
opening  for  a  copy  editor.  Candidates 
must  be  more  than  a  spell-checker  with 
local  copy,  have  experience  in  pagina¬ 
tion,  layout  and  design.  The  work  week 
(37.5  hours),  salary,  benefits  package 
401  (k),  personal  days,  birthday,  holi¬ 
days,  etc.)  are  very  competitive.  Send 
resume,  layout  samples  to: 

Jack  Bianchi,  managing  editor, 
Springfield  News-Sun, 

202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


EDITORIAL 


COPY  EDITOR/DESIGNER 
Expand  your  talent  editing  stories, 
writing  headlines  and  designing  and 
laying  out  pages  at  one  of  California’s 
fastest-growing  and  technologically 
advanced  dailies.  The  Record,  56,000 
daily/72,000  Sunday,  is  located  in  the 
affordable  Central  Valley  just  80  miles 
from  San  Francisco  and  just  two  hours 
away  from  the  Sierra.  Journalism 
degree  and  QuarkXPress  experience 
preferred  but  will  consider  training 
recent  grads.  Send  resume  and  work 
samples  to  JoAnn  Kirby,  news  editor. 
The  Record,  RO.  Box  900,  Stocton, 

CA  95201  or  E-mail: 

jkirby@recordnet.com 
We  value  workplace  diversity 

COPY  EDITOR/cars.com 
Classified  Ventures,  Chicago’s 
largest  and  fastest-growing  Internet 
is  looking  for  a  top-notch  copy  editor 
to  join  the  growing  editorial  team. 
Duties  include  copy  editing  editorial 
content  that  will  be  published  on 
cars.com  and  other  web  sites. 
Required:  B.A/B.S.  degree,  and  at 
least  3-4  years  of  solid  copy  editing 
experience.  Candidate  must  be  com¬ 
puter  literate  and  must  be  well- 
versed  in  AP  style.  E-mail  resume  to: 
mbadillo@classifiedventures.com 


CITRUS  COUNTY  CHRONICLE, 
a  growing  daily  on  Florida’s  sunny 
Gulf  coast,  is  accepting  applications 
for  copy  editors  and  reporters.  Send 
resume  to  Editor,  Citrus  Chronicle, 
1624  N.  Meadowcrest  Boulevard, 
Crystal  River,  FL  34429. 

ADMINISTRATIVE 


EDITORIAL 


COPY  EDITOR 

Copy  editor  needed  for  universal 
desk  on  75,000  circulation  dally  in  sub¬ 
urban  Philly.  Some  layout  experi¬ 
ence  helpful,  but  will  train.  Good 
grammar,  spelling  essential.  Send 
resume  to  Pat  Walker,  Bucks  County 
Courier  Times,  8400  Rt.  13.  Levit- 
town,  PA  19057. 


COPY  EDITOR 

Located  in  the  foothills  of  the  Smokies, 
The  Daily  Times  of  Maryville,  TN  seeks 
experienced  copy  editor.  Excellent 
benefits.  Send  resume  and  work  sam¬ 
ples  to: 

Larry  Aldridge,  Executive  Editor 
The  Daily  Times,  RO.  Box  9740 
Maryville,  TN  37802-9740 


DREAM  DESIGN  JOB 
Great  hours,  great  job.  The  Post- 
Tribune,  Northwest  Indiana’s  leading 
newspaper,  is  looking  for  a  copy 
editor  with  great  visual  skills  who 
wants  to  work  on  the  good  stuff. 
Feature  fronts,  A1  specials,  dou¬ 
bletrucks,  specialty  pages,  special 
sections  and  covers,  covers,  covers. 
Enjoy  great  M-F  daytime  hours,  a 
brand  new  building  in  Merrillville  next 
year,  and  you’re  just  a  short  drive 
from  downtown  Chicago.  This  is  an 
all-out  design  job,  not  dull  night  desk 
duty.  If  you  have  the  ideas  and  talent, 
but  neither  the  time  nor  opportunity  to 
showcase  them  in  your  present  job, 
send  resume,  clips  to: 

Presentation  Editor,  Post-Tribune 
1 065  Broadway,  Gary,  IN  46402 


ADMINISTRATIVE 


MEDIATT 

managementXX 

Recruitment  Specialists 

Some  of  our  current  assignments: 


Director  of  Marketing  -  100,000  circulation  daily; 
Southeast;  marketing  research  and  strategic  planning 
strengths;  excellent  communication  skills;  $70K. 

Circulation  Director  -  Western  Pennsylvania;  25,000 
to  40,000  circulation  range;  stntng  leadership  skills; 
$55,0(K)  to  $60,(KX). 

Assistant  Plant  Man^er/Bindery  Manager  - 
National/regional  weekly  based  in  Florida;  strong 
people  skills;  low  $50’s. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.%3.9300  ■  min2@stametinc.com  ■  fax  847.934. 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  DECEMBER  4.  1999 
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HELP  WANTED 


EDITORIAL 


EDITOR/REPORTERS 
The  Daily  Press  in  Victorville,  CA 
(30,000  circ.)  is  looking  for  a  News 
Editor  and  two  Reporters.  The  News 
Editor  designs  A1,  edits  local  and 
wire  copy  and  supervises  desk. 
Some  management  experience  pre¬ 
ferred.  Reporter  candidates  must  be 
aggressive  and  versatile  with  strong 
reporting  and  writing  skills.  Two 
years  daily  experience  preferred. 
Send  resumes  and  clips  to 

Executive  Editor  Richard  Wagner 
1 3891  Park  Ave.,  Victorville,  CA  92392 
Victonrille  is  about  60  miles  northeast 
of  Los  Angeles. 


EDITORIAL  ASSISTANT 
For  weekly  music  industry  trade 
magazine.  B.A.  in  journalism  or 
English,  strong  typing  skills  required. 
Familiarity  with  Mac,  QuarkXPress 
preferred.  Entry  level,  some  writing. 
Duties  include  heavy  phones,  filing, 
distributing  department  mail/fcuces, 
fact  checking  and  research  for  busy 
editorial  department.  Reporting 
experience,  interest  in  music  and 
home  entertainment  preferred.  Send 
cover  letter,  resume,  clips  to: 

Billboard,  Dept  MN 
5055  Wilshire  Blvd. 

Los  Angeles,  CA  9(X)36 
EOE 


EDITORIAL 

BUREAU  CHIEF/ 
SENIOR  REPORTER 


American  Banker,  the  daily  newspa¬ 
per  on  financial  services,  is  seeking  a 
Senior  Reporter  who  can  break  news 
on  the  Midwest's  largest  banks  and 
assume  Bureau  Chief  resp)onsibilities. 

This  hands  on  professional  will  have 
4-h  years  of  journalism  experience. 
Business  writing  for  a  daily  pub¬ 
lication  preferred,  financial  industry 
experience  a  major  plus!  Send 
resume,  cover  letter  and  a  few  clips 
to  Kieran  Beer,  American  Banker,  1 
State  Street  Plaza,  New  York,  NY 
10004. 

No  Calls/Fetxes,  Please! 

EOE  M/F/D/V 

AMERICAN  BANKER 


EDITOR 

The  Business  Journal  Senring  Greater 

Tampa  Bay  needs  an  editor  to  lead  us 


Fax:  (313)  446-1543 


EDITORIAL 


MANAGING  EDITOR 
We  need  a  hands-on  newsroom 
manager  who  matches  our  commit¬ 
ment  to  community  journalism  and  to 
the  development  of  young  journalists. 
The  right  applicant  will  have  a  solid 
background  in  reporting,  management 
experience,  knowledge  of  production 
and  excellent  copy  editing  skills. 
Responsibilities  include  overseeing  the 
day-to-day  operation  of  the  newsroom 
and  working  closely  with  the  editor,  city 
editor  and  reporters  to  produce  a  qual¬ 
ity  local  report.  We're  offering  a  com¬ 
petitive  salary  and  benefits  package, 
the  opportunity  to  work  at  a  28,000- 
circulation  AM  with  a  wall  full  of 
national  and  state  awards  and  the 
chance  to  live  in  the  vibrant  Triad  area 
of  North  Carolina.  Send  cover  letter, 
resume  and  any  applicable  work  sam¬ 
ples  to  Patrick  Holmes,  editor,  Times- 
News,  707  S.  Main  Street,  Burlington, 
NC  27215.  To  sample  our  content  and 
learn  more  about  our  area,  visit  Times- 
News  Online  at: 

www.thetimesnews.com 


SPORTS  COPY  EDITOR 
The  Palm  Beach  Post  is  seeking  a 
well-rounded  copy  editor  with 
excellent  word  and  layout  skills. 
Pagination  exp>erience  is  preferred,  but 
not  required.  Applicants  interested  in 
working  for  a  fast-paced,  metropolitan 
market  should  send  resumes  to: 

Tim  Burke 

Executive  Sports  Editor 
RO.  Box  24700 
West  Palm  Beach,  FL  3341 6 

EDITORIAL 


EDITORIAL 


DEPUTY  EDITOR 

The  Los  Angeles  Times  is  searching 
for  a  deputy  editor  for  our  Southern 
California  Living  section.  The  suc¬ 
cessful  candidate  will  help  shape  the 
section's  content  and  presentation 
and  will  fill  in  for  the  editor  in  her 
absence.  We  want  to  publish  a  com¬ 
pelling,  timely  and  sophisticated  sec¬ 
tion  about  the  lifestyle  capital  of  the 
world.  Southern  California,  so  editors 
with  hard  news  backgrounds  are 
strongly  encouraged  to  apply. 
Excellent  word-editing  skills,  man¬ 
agement  experiences,  top-notch  news 
judgment  and  an  interest  in  lifestyle 
news,  trends  and  issues  are  needed. 
Send  cover  letter,  resume  and  work 
samples  to  Randy  Hagihara,  editorial 
hiring  and  development.  Times  Mirror 
Square,  Los  Angeles,  CA  90053. 


DEPUTY  MANAGING  EDITOR 
Deputy  Managing  Editor  sought  by 
20-year-old  California-based  pub¬ 
lisher  of  national  magazine  aimed  at 
Hispanic  young  adult  market.  Must 
have  at  least  5  years'  professional 
experience  as  publication  or  section 
editor.  Will  contract  with  freelancers, 
edit,  manage  copy  flow,  and  manage 
budget.  Must  have  at  least  B.A.  in 
journalism  or  related  field.  Spanish- 
language  proficiency  preferred.  Visit 
our  website  at 

www.hispanicbusiness.com 
and  send  cover  letter,  resum6,  and 
three  examples  of  work. 

Fax:  (805)  964-61 39  or 
E-mail  to:  kglenn@hbinc.com 

EDITORIAL 


Autc¥teek 


Play  with  cars  and  hold  people  accountable! 

What  could  be  more  fun  in  a  job? 

AutoWeek,  the  nation’s  leading  weekly 
consumer  car  magazine,  is  looking  for  a 

MANAGING  EDITOR 

Are  you  able  to  make  trains  run  on  time?  Can  you  deal  with  fragile 
writer  egos,  and  get  long-time  procrastinators  to  adhere  to  strict 
deadlines?  You  must  like  to  drive  the  latest  cars  and  trucks  and 
sport  utilities  and  write  about  them.  You  must  be  the  kind  of 
person  who  rearranges  the  sock  drawer  when  things  get  dis¬ 
heveled  -  and  enjoy  doing  it.  You  must  be  this  side  of  obsessive- 
compulsive.  You  must  like  to  travel  to  semi-exotic  places.  You 
must  be  computer  literate.  You  must  have  a  working  knowledge  of 
magazine  or  newspaper  production  procedures  and  work  with 
creative  people  from  both  the  visual  and  written  sides  of  the  aisle. 
That’s  nearly  all  we  ask.  If  you’re  the  right  person,  we  offer  an 
attractive  pay  and  benefits  package  and  give  you  the  chance  to 
work  in  Detroit.  Send/fax  resumes  to: 

Crain  Communications  inc 
Attn:  DM,  1400  Woodbridge,  Detroit,  Ml  48207-3187 


EDITORIAL 


DESK  EDITOR 

National  magazine  that  covers 
advertising  and  media  seeks  desk 
editor  with  5  years  experience  edit¬ 
ing  news  stories  under  deadline  pre¬ 
ssure.  Must  be  familiar  with  AP  style, 
able  to  rewrite  stories,  write  smart 
beds  and  decks.  QuarkXPress  or 
Mac  proficiency  necessary.  Challeng¬ 
ing  atmosphere  for  independent 
person.  Send  resume  and  salary 
requirements  to: 

Dept.  FS 

BPI  Communications 
1515  Broadway 
NewYork,NY1(X)36 


DESKTOP  PUBLISHER  needed  to 
assume  all  production  duties,  includ¬ 
ing  page  design  and  layout,  pagina¬ 
tion  and  ads  design  on  small  Carib¬ 
bean  Weekly.  Mac  savvy  a  must,  jour¬ 
nalism  training  an  asset.  Salary  $285  a 
week.  Rush  resume,  portfolio  to: 

Box  01127,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


DIRECTOR  -  ONLINE  CONTENT 
Seeking  experienced  editor  to  build 
editorial/content  area  of  website  and 
provide  strategic  direction.  Knowledge 
of  global  institution  asset  management 
industry  a  plus.  Good  business  devel¬ 
opment  skills  needed.  Responsibilities 
include  maintaining  partnerships,  con¬ 
ceptualizing  news  and  features,  grow¬ 
ing  and  managing  editorial  staff  and 
writing/editing  copy.  Must  be  located 
in  the  Westchester/NYC  region.  Base, 
Bonus  and  Options. 

E-maii: 

jobs_content@hedgeworld.com 
Fax:  (941)925-9337 


THE  NORTHERN  VIRGINIA  DAILY 
A  six-day-a-week  AM  paper  in  the 
Shenandoah  Valley  that  has  been  the 
most  honored  small  daily  in  the  state 
for  the  past  decade,  is  seeking  a 
sports  editor.  The  sports  editor 
supenrises  a  three-person  staff.  They 
are  responsible  for  high  school  and 
some  college  coverage.  They  rotate 
page  design/responsibilities.  Excellent 
opportunity  for  experienced  sports 
reprorter  ready  to  take  on  management 
duties.  We  are  fully  paginated  using 
QuarkXPress.  Competitive  salary  and 
benefits.  Send  resumes  and  samples 
of  work  to: 

Bob  Wooten,  managing  editor 
RO.  Box  69,  Strasburg,  VA  22667 
or  fax  to  (540)  465-51 37  after  3  p.m. 


EOE  M/F/D/V 


No  Calls,  Please 
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HELP  WANTED 


EDITORIAL 


COPY  EDITOR 

Spend  your  days  skiing,  mountain¬ 
biking  or  kayaking  in  the  Great 
Northwest  and  your  nights  produc¬ 
ing  the  best  paper  of  its  size  in  the 
nation.  The  Spokesman-Review  in 
Spokane,  WA,  is  looking  for  a  copy 
editor  with  at  least  three  years'  daily 
newspaper  experience  for  its  night 
news  operation.  We  need  someone 
who  can  bring  editing,  headline  writ¬ 
ing  and  layout  skills  to  what  the 
Society  of  Newspaper  Design  has 
called  one  of  the  best-designed 
newspapers  in  the  world.  Our  24- 
person  copy  desk  is  dedicated  to 
journalism  and  our  Eastern  Washing¬ 
ton  and  North  Idaho  communities. 
Send  letter,  resume  and  clips  to: 

Kevin  Graman,  News  Editor 
The  Spokesman-Review 
RO.  Box  21 60,  Spokane,  WA  9921 0-1 61 5 


COPY  EDITOR 

The  Daily  Gazette,  a  60,000- 
circulation  independent  daily  in  New 
York’s  Capital  Region,  is  looking  for 
a  copy  editor  to  work  on  the  night 
rim.  Candidates  should  know  how  to 
make  adequate  copy  good  and 
good  copy  great.  They  should  show 
strong  news  judgment  and  a  flair  for 
headlines.  Pagination  experience  a 
plus,  but  not  necessary.  Send 
resume  and  work  samples  to: 

Thomas  Woodman,  Managing  Editor 
The  Daily  Gazette 
345  Metxon  Road  Extension 
Schenectady,  NY  12308 


COPY  EDITOR 

Want  to  work  for  a  creative-thinking 
newspaper  in  a  competitive  market 
that  allows  you  to  grow?  The  Palm 
Beach  Post  is  seeking  a  versatile 
team  player  for  its  30-member 
Universal  Desk.  Duties  include 
layout,  rimming  and  slotting  on  a  DTI 
pagination  system.  Five  years  of 
copy  editing  experience  preferred. 
Send  inquiries  to  Holly  Baltz,  news 
editor,  RO.  Box  24700,  West  Palm 
Beach,  FL  33416-4700  or: 

hbaltz@pbpost.com 
(please,  send  no  attachments) 


EDITORS/REPORTERS 
INVESTOR’S  BUSINESS  DAILY 
con-tinues  to  add  to  its  staff  as  its 
national  audience  grows.  We’re  looking 
for  experienced  journalists  to  write 
about  computing,  business,  the 
economy,  public  policy,  the  markets  and 
successful  people,  from  IBD  head¬ 
quarters  in  Los  Angeles  and  offices  in 
Silicon  Valley,  New  York  and  Washing¬ 
ton.  Locations  vary  with  position.  News 
editing,  copy  editing,  editorial  writing 
and  entry-level  writing/editing  positions 
also  available,  in  Los  Angeles  only. 

Send  cover  letter,  resume  and  clips  to 
Susan  Warfel,  managing  editor, 
by  fax  at  (31 0)  577-7350  or  by  mail  at 
1 26K  Beatrice  Street, 

Los  Angeles,  CA  90066. 

Please  call  (310)  448-6373  to  confirm 
receipt  of  fax. 


_ EDITORIAL _ 

FEATURES  EDITOR 
THE  SANTA  CRUZ  COUNTY  SENTINEL 
is  seeking  a  features  section  editor, 
responsible  for  supervising  content  and 
design  of  seven  weekly  sections.  Can¬ 
didate  should  have  a  minimum  of  five 
years  experience  working  in  a  features 
environment,  be  knowledgeable  and 
enthused  about  subjects  ranging  from 
pop  culture  to  wine,  and  understand 
what  readers  need  to  plan  their 
weekends  and  when  they  need  it.  Can¬ 
didate  should  be  able  to  demonstrate 
how  he  or  she  will  work  toward  a  bright, 
energetic,  fun  section  that  stays  ahead 
of  trends,  and  helps  create  new  ones. 
The  Sentinel  is  a  Dow  Jones/Ottaway 
Newspapers  28,000  daily  located  on 
California’s  in-comparable  Central  Coast 
about  45  miles  north  of  Monterey  and  80 
miles  south  of  San  Francisco.  Please 
reply  with  resume,  cover  letter  and  sam¬ 
ples  of  work  to  Managing  Editor  Don 
Miller.  207  Church  Street,  Santa  Cruz, 
CA  95061  or  via  E-mail  at: 

dmiller@santa-cnjz.com 


FINANCE  WRITER 

The  Tulsa  World,  an  award-winning, 
daily  newspaper,  seeks  an  experi¬ 
enced,  motivated  reporter  to  cover 
personal  finance  and  the  banking 
industry  for  our  10-person  business 
staff.  Five  years  of  reporting  experi¬ 
ence  is  a  must  for  this  high  profile  posi¬ 
tion.  Please  send  resume,  cover  letter 
and  writing  samples  to: 

Susan  Ellerbach,  managing  editor 
Tulsa  World,  RO.  Box  1770 
Tulsa,  OK  741 02.  E-mail: 
susan.ellerbach@tulsaworld.com 

GA/POLICE  REPORTER 
for  22,000  daily  in  northeastern  PA. 
Competitive  salary,  good  benefits, 
hard  work.  Mandatory  one-day  tryout 
for  serious  candidates.  Will  Watson, 
managing  editor,  Pocono  Record, 
Stroudsburg,  PA  18360;  E-mail: 
wwatson@poconorecord.com 

GENERAL  ASSIGNMENT  REPORTER 
The  NewsTribune  is  a  mid-size,  Mon¬ 
day  thru  Saturday  PM,  located  about 
1  1/2  hours  from  Chicago,  midway 
between  Rockford  and  Peoria,  IL. 
Good  starting  salary  and  benefits. 
Family-owned  operation  in  which 
your  ideas  will  be  heard.  Ideal  candi¬ 
date  will  have  previous  newspaper 
experience  and  knowledge  of  local 
government.  Editing  and  layout  expe¬ 
rience  helpful.  Send  resume  and 
clips  to  Joyce  McCullough, 
NewsTribune,  426  Second  Street, 
LaSalle,  IL61301. _ 

GENERAL  ASSIGNMENT  REPORTER 
The  Fort  Wayne  (IN)  News-Sentinel 
soon  will  have  an  opening  for  a  gen¬ 
eral  assignment/cops  reporter  —  a 
great  opportunity  in  Knight  Ridder  for 
a  recent  graduate.  Apply  to: 

Jeri  Kornegay,  Executive  Metro  Editor 
The  News-Sentinel 
600  W.  Main  Street 
Fort  Wayne,  IN  46802 
An  Equal  Opportunity  Employer 


EDtTORIAL 


NEWS  EDITOR  for  Mississippi  PM 
daily  (circulation  8,500).  Main 
emphasis  is  page  layout,  with 
occasional  writing.  Must  be  facile 
with  QuarkXPress  and  good  at  meet¬ 
ing  deadlines.  Solid  copy-editing 
skills  desired.  Send  resume  and 
layout  samples  to  Jenny  Humphryes, 
managing  editor.  Greenwood  Com¬ 
monwealth,  PO.  Box  8050, 
Greenwood,  MS  38935-8050. 

E-mail:  jenny@gwcommonwealth.com 

FAST-GROWING  INTERNET 
business  news  service  seeks  Editor.  3- 
5  years  experience,  strong  copyedit¬ 
ing  and  rewriting  skills  desired.  Busi¬ 
ness  experience  a  plus.  Stock  options, 
competitive  salary  and  unlimited 
career  potential.  Reply  to  Rich  Heidorn 
(609)  730-9294,  richh@vertinews.com 


LOOKING  FOR  THE  BEST: 

The  Syracuse  Newspapers  in 
Syracuse.  New  York,  (145,000  daily, 
195,000  Sunday)  seeks  experienced 
reporters  who  love  the  buzz  you  get 
when  you  break  news  and  who  have 
a  strong  respect  for  community 
news.  We  have  two  vacancies;  a 
cops  reporter  in  one  of  our  bureaus 
and  a  neighborhoods  reporter  on 
our  city  desk.  If  you  have  daily 
newspaper  experience  and  you  think 
you  have  what  it  takes,  send  your 
resume  and  your  best  clips  to 
Richard  A.  Sullivan,  The  Syracuse 
Newspapers,  PO.  Box  4915, 
Syracuse,  NY  13221.  For  further 
information,  call  (31 5)  470-6082  or 
E-mail:  rsullivan@syracuse.com 


EDITORIAL 


EDITORIAL 


MANAGING  EDITOR 
Looking  for  leadership  for  a  very 
talented,  very  stable  newsroom.  Busi¬ 
ness  daily  in  midwest  that  is  very  suc¬ 
cessful  and  respected  in  our  city  and 
business  community  and  has  been 
for  98  years.  Good  benefits  and  a 
great  opportunity. 

Box  08970,  Editor  &  Publisher. 


GROWTH/ENVIRONMENT  REPORTER 
The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper  is  looking  for  a 
growth/environment  reporter.  North 
Florida,  including  Tallahassee  and 
nearby  pristine  beaches,  are  about  to 
see  major  development  that  could 
change  the  face  of  the  area  signifi¬ 
cantly.  We  need  someone  who  can 
follow  the  changes  and  explain  them 
to  our  readers.  Send  clips,  r^ume  to: 
Janie  Nelson,  Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301  (850)  599-2370 
Fax  (850)  599-2295jnelson@taldem.com 


GENERAL  ASSIGNMENT  REPORTER 
The  Virginian-Pilot  is  looking  for  a 
general  assignment  reporter  to  cover 
the  Elizabeth  City  area  for  its  North 
Carolina  edition  30  hours  a  week. 
Elizabeth  City  is  on  the  Albemarle 
Sound  less  than  an  hour  from  the 
Outer  Banks.  Competitive  salary  and 
a  good  ground-floor  opportunity  with 
one  of  the  top  regional  newspapers 
in  the  country.  Send  resume  and  writ¬ 
ing  samples  to: 

Rob  Morris,  North  Carolina  editor, 
RO.  Box  10,  Nags  Head,  NC  27959 


EDITORIAL 


ST  a  Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  wwwnewtimes.com. 
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HELP  WANTED 


,,111  iTIll, , 


EDITORIAL 


EXPANDING  ONLINE  news  opera¬ 
tion  seeks  web-savvy  editors  and 
writers  for  crisp,  concise  stories  on 
topics  health,  technology,  entertain¬ 
ment  and  politics  as  well  as  compell¬ 
ing  features  and  essays  aimed  at 
baby  boomers.  Please  E-mail: 
rickb@thirdage.com  and 
cc  billp@thirdage.com 


HIGHER  EDUCATION  REPORTER 


REPORTER  -  The  Springfield  News- 
Sun,  a  35,000  AM  Ohio  daily,  whose 
staff  has  received  95  Associated 
Press  awards  in  the  1990s,  has  an 
opening  for  a  reporter  with  at  least 
three  years  of  experience  at  a  daily 
newspaper.  Candidates  must  be 
aggressive,  a  self-starter,  have  ability 
to  write  clearly  on  a  wide  range  of  sub¬ 
jects.  The  work  week  (37.5  hours), 
salary,  benefits  package  401  (k), 
personal  days,  birthday,  holidays, 
etc.)  are  very  competitive.  Springfield 
is  located  between  Columbus  and 
Dayton,  off  1-70.  Resumes,  tear 
sheets  should  be  sent  to  Jack 
Bianchi,  managing  editor,  Springfield 
News-Sun,  202  N.  Limestone  Street, 
Springfield,  OH  45503. 

Phone  (937)  328-0362 


MANAGING  EDITOR  SOUGHT 
for  established  weekly  newspaper 
with  tradition  of  excellence/ 
independence  in  sophisticated,  rural 
Vermont  ski  town.  Great  staff,  quality 
of  life.  Skills  in  management, 
technology,  writing/editing  a  must. 
Send  resume,  letter,  clips,  to  Pub¬ 
lisher,  The  Stowe  Reporter,  P.O.  Box 
489,  Stowe,  VT  05672. 


EDITORIAL 


EDITORIAL 


New  Times 
wants  to 


Kansas  City 


bolster  the 

staff  of  its  newest  paper,  PitchWeekly  of 
Kansas  City.  Our  newspapers  publish 
hard-hitting,  magazine-style  news 
and  feature  stories.  This  work  goes 
beyond  mere  fact-finding  -  we  want  staff 
writers  who  can  craft  compelling 
narratives,  analyze  complex  subjects  and 
put  the  city’s  news  in  perspective. 


New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 
should  send  cover  letter,  resume  and 
clips  to: 


Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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EDITORIAL 


INVESTIGATIVE  REPORTER 


The  Tallahassee  Democrat,  a  Knight 
Ridder  newspaper,  is  looking  for  a 
higher  education  reporter  to  cover 
Florida  A&M  University  and 
Tallahassee  Community  College. 
Both  of  these  institutions  are 
experiencing  major  growth  and 
change,  and  we  need  a  reporter  with 
energy  and  inteliigence  to  follow  that 
growth.  Send  clips/resume  to: 

Janie  Nelson,  AME 
Tallahassee  Democrat 
277  N.  Magnolia  Drive 
Tallahassee,  FL  32301  (850)  599-2370 
Fax  (850)  599-2295  jnelsoni^aldem.com 


PAGE  DESIGNER/COPY  EDITOR 
The  Paducah  (KY)  Sun,  flagship 
newspaper  of  Paxton  Media  Group, 
is  seeking  a  copy  editor/page 
designer.  Ideal  applicant  will  be 
equally  at  home  producing  cogent 
headlines  and  concise  copy;  and 
designing  sections  fronts.  Page  One, 
and  attendant  graphics;  Time  will  be 
roughly  split  between  these  two  func¬ 
tions.  The  Sun  is  a  31,000- 
circulation,  7-day  AM  with  sub¬ 
scribers  in  17  western  Kentucky  and 
southern  Illinois  counties.  Salary 
$30xxx  based  on  qualifications  and 
experience.  Paxton  Media,  which 
operates  26  daily  newspaper  in  nine 
states,  offers  pension  AND  company- 
matched  401  (k);  choice  of  health  plans, 
other  benefits,  and  opportunities  for  pro¬ 
fessional  advancement.  Send  resumes 
to  Executive  Editor  Karl  Harrison  at  The 
Paducah  Sun,  408  Kentucky  Avenue, 
Paducah,  KY  42001 . 


The  Akron  Beacon  Journal,  a 
140,000-plus  Knight  Ridder  daily  with 
four  Pulitzers  to  its  credit  and  a  dist¬ 
inguished  record  of  public  service 
and  investigative  reporting,  seeks  an 
experienced  investigative  reporter. 

This  reporter  will  join  the  Beacon's 
four-member  Investigations  and 
Enterprise  Team,  which  has  spent 
the  past  year  documenting  how 
Akron  police  botched  a  criminal 
investigation  into  their  chief,  how 
overzealous  prosecutors  have  been 
on  a  questionable  course  in  recent 
years  of  over-indicting  alleged 
criminals,  and  how  scores  of  low- 
income  folks  seeking  to  buy  their 
first  home  got  caught  up  in  a  fraudu¬ 
lent  mortgage  lending  scheme. 

And  that  represents  just  a  few  of  our 
latest  projects. 

To  join  our  team  you  must  be  a  self¬ 
starter  who  can  identify  story  and 
project  ideas,  work  well  indepen¬ 
dently  or  on  a  team,  and  have  a 
demonstrated  record  of  journalism 
excellence.  Show  me  great  clips, 
great  initiative,  and  great  ideas  and 
I'll  show  you  your  desk  in  the 
newsroom. 


Although  computer-assisted  report¬ 
ing  isn't  the  focus  of  the  job  -  we've 
already  got  a  CAR  Manager  -  data¬ 
base  skills  or  a  willingness  to  learn 
C.AR  are  a  big  plus. 

If  you  dream  of  working  for  a  news¬ 
paper  and  a  boss  that  appreciate 
investigative  reporting  on  a  local, 
state  and  national  level,  then  send  a 
cover  letter,  resume  and  clips  to: 


Mark  Braykovich 
AME  for  Business 

Projects  and  Computer-Assisted  Reporting 
Akron  Beacon  Journal 
44  East  Exchange  Street 
Akron,  OH  44309 
(330)  996-3942 

mbraykovich@thebeaconjournal.com 


REGIONAL  REPORTER 
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MANAGING  EDITOR  OF  PUBLICATIONS 


CUNA  Mutual  Group,  Madison,  Wl 
Fortune  1000  financial  services  firm 
serving  credit  unions,  members 
seeks  journalist  to  help  oversee  two 
external  glossies,  weekly  company  e- 
newsletter  and  other  publications 
including  annual  reports.  Assign 
stories  to  staff  and  freelancers, 
supervise  art  and  copy  flow.  Submit 
5-7  recent  nonreturnable  clips,  sam¬ 
ples  by  December  1 0  to; 

Jerry  Karbon 

Corporate  Communications 
CUNA  Mutual  Group 
4W-5,  Box  391 ,  Madison,  Wl  53701 


METRO  EDITOR 

Texas'  fastest-growing  daily  seeks 
metro  editor  to  oversee  1 1  reporters. 

LIFESTYLE  EDITOR 
Lifestyle  editor  needed  to  oversee  a 
staff  of  three  and  produce  a  daily  life¬ 
style  page.  Send  resume  and  work 
examples  to: 

Brian  Pearson,  managing  editor 
Killeen  Daily  Herald,  RO.  Box  1300 
Killeen,  TX  76540 


FEATURES  WRITERS 
The  News  Tribune  in  Tacoma,  WA., 
(130,000/150,000)  is  expanding  its 
features  staff.  We're  looking  for  gen¬ 
eral  assignment  features,  but  expertise 
in  food/restaurants,  families/children, 
health/fitness,  outdoor  recreation  or 
pop  culture  will  be  a  plus.  We're  a 
team-based  newspaper  in  a  com¬ 
petitive  media  market  and  a  beautiful  - 
and  exciting  -  part  of  the  world.  Send 
resumes  and  five  clips  by  Dec  1 5  to: 

Mark  Layman 
Entertainment  Editor 
The  News  Tribune,  1 950  State  Street 
Tacoma,  WA  98405-2860 


MUSIC  EDITOR 


One  of  the  top  beats  on  award¬ 
winning,  40,000  daily  needs  a  self- 
motivated  reporter  to  cover  the 
environment  and  character  of  Cen¬ 
tral  Washington.  Proven  ability  to 
produce  enterprise  stories,  from  in- 
depth  projects  to  quick-hit  features, 
required.  Two-years'  daily  experi¬ 
ence  preferred;  Spanish-language 
skills  a  plus.  Send  resume,  list  of 
references  and  clips  to  Human 
Resources,  Yakima  Herald-Republic, 
P.O.  Box  9668,  Yakima,  WA  98909. 
We  are  a  member  of  The  Seattle 
Times  group  and  an 

Equal  Opportunity  Employer 


New  Times  has  an  immediate  open¬ 
ing  for  a  music  editor  at  its  award¬ 
winning  weekly  newspaper  in  Ft. 
Lauderdale.  This  position  entails 
planning  and  editing  the  music  sec¬ 
tion,  hiring  freelance  reviewers,  and 
writing  a  local  music  column  as  well 
as  reviews  and  feature-length  pieces. 
Strong  writing  skills  are  essential. 
Send  cover  letter,  resume  and  clips 
to  Andy  Van  De  Voorde,  Executive 
Associate  Editor,  New  Times,  Inc. 
RO.  Box  5970,  Denver,  CO  8021 7. 


NEWS  EDITOR/RERORTERS 


ROLICE  AND  COURTS  RERORTER 
needed  by  growing  daily  in  scenic 
Northwest  Arizona.  Beat  experience  a 
must.  Reward  is  good  pay  and  good 
benefits.  Fax  or  send  resum6  to  Editor, 
Kingman  Daily  Minor,  3015  Stockton 
Hill  Road,  Kingman,  AZ  86401 , 

Fax  (520)  753-5661. 


Thomson  West  Virginia/Virginia,  pub¬ 
lisher  of  two  daily  papers  with  total 
circulation  of  55,000,  seeks  a  news 
editor  to  lead  a  desk  of  editing  and 
design  professionals.  We  also  have 
openings  for  reporters  here  in 
southern  West  Virginia  -  a  natural 
paradise  with  snow  skiing,  Whitewater 
rafting,  hiking,  hunting  and  fishing 
opportunities.  Send  work  samples 
and  resume  to: 


Frank  Sayles  Jr 

Director  of  Readership  Development 
Thomson  West  Virginia/VA 
RO.  Drawer  R  Beckley,  WV  25801 
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HELP  WANTED 


EDITORIAL 


NEW  HIRES  FOR  A  NEW  YEAR 
The  Arizona  Republic  (490,000  daily/ 
610,000  Sunday)  is  looking  for 
journalists  to  help  expand  coverage 
in  a  newsroom  where  fresh  ideas  com¬ 
bined  with  experience  will  help  guide 
us  into  the  next  century.  As  the  news 
leader  in  Phoenix  and  the  rest  of  the 
state,  our  readers  look  to  our  news¬ 
paper  and  web  site  www.azcentral.com 
to  make  a  difference  in  their  lives.  Com¬ 
petitive  pay  and  benefits  will  be 
offered  to: 

•  Graphics  editor 

•  City  hall  reporter 

•  Tucson  bureau  reporter 

•  Public  money  reporter 

•  Courts  reporter 

•  Environmental  reporter 

•  Education  issues  reporter 

•  Luke  Air  Force  Base/education 
trends  reporter 

•  Two  online  news  reporters 

•  Investigative/enterprise  business 
reporter 

•  Corporate  Arizona  business  reporter 

•  Small  business  reporter 

•  Recreation/non-traditional  sports 
reporter 

•  Electronic  page  designer  for  sports 
To  apply,  send  a  cover  letter  specify¬ 
ing  your  interest  and  an  updated 
resume  with  references  to  Don 
Rodriguez,  development  and  recruit¬ 
ment  editor,  The  Arizona  Republic, 
200  E.  Van  Buren  Street,  NM19, 
Phoenix,  AZ  85004. 

Or  E-mail:  don.rodriguez@pni.com 


MANAGING  EDITOR 
Leading  consumer  magazine  for  cat 
enthusiast  seeks  an  organized, 
creative,  high  energy  managing 
editor.  Ideal  candidate  should  have  a 
B.A.  in  journalism,  English  or  related 
degree  and  five  years’  experience  in 
newspaper  or  magazine  journalism. 
Candidates  must  have  experience  in 
assigning,  editing  and  coaching 
writers.  Production  experience  and 
excellent  PC  and  MAC  skills  also 
required.  Ownership  or  interest  in  cats 
a  plus.  Send  cover  letter  with  resume. 
Work  samples  and  salary  history  to: 

Fancy  Publications,  RO.  Box  6050 
Mission  Viejo,  CA  92690 
Fax  (949)  855-0950. 

No  phone  calls  please 


PAGE  DESIGNER 

The  Daily  Gazette,  a  60,000-circulation 
independent  daily  in  New  York's  Capi¬ 
tal  Region,  is  looking  for  a  page 
designer.  Responsibilities  include 
design  of  Sunday  section  fronts, 
supen/ision  of  graphics  work  by  part- 
timers  and  free-lancers;  and  general 
design  direction  for  daily  Sunday 
papers.  Candidates  should  have  news 
design  experience  and  proficiency 
with  QuarkXPress,  Freehand,  and 
Photoshop.  Send  resume  and  work 
samples  to: 

Thomas  Woodman,  managing  editor. 
The  Daily  Gazette, 

2345  Maxon  Road  Extension, 
Schenectady,  NY  12308. 


EDITORIAL 


OUR  BRIGHTEST  STARS... 
...have  often  come  from  small 
dailies,  where  they  mixed  it  up  with 
crosstown  competitors  on  cops-&- 
robbers  and  city  hall  beats.  If  you’re 
looking  to  play  a  role  of  immense 
influence  on  a  key  business  beat — 
marketing— setting  the  tone  tor  cov¬ 
erage  by  major  dailies  and  TV 
networks,  consider  a  move  to 
Brandweek  magazine. 

We  are  a  scrappy.  New  York-based 
weekly  that  is  having  a  record  year 
on  the  strength  of  big  scoops  on 
new  products  and  marketing  cam¬ 
paigns  and  pungent  perspective  on 
advertising,  marketing  and  pop- 
culture  trends.  To  rev  up  for  2000, 
we  are  looking  to  hire  immediately  a 
Features  Editor  and  two  reporters  cov¬ 
ering  beats  like  food,  financial  ser¬ 
vices  and  retail.  For  reporting  spots, 
business/marketing  experience  are 
less  important  than  demonstrated 
hard-news  instincts,  high  energy  and 
street  savvy.  Our  features  have  a 
sharp,  anal^ical  edge,  so  puff-piece 
purveyors  need  not  apply.  Send 
cover  letter,  resume,  clips  to: 

BPI  Communications 
1515  Broadway 
New  York,  NY  10036 
Attn:  Dept.  GK 

NEWS  DESK  MANAGER 
Proven  leader  needed  to  join  news 
and  copy  desk  management  team  to 
help  department  achieve  its  full 
potential  at  the  Dayton  Daily  News,  a 
Cox  newspaper.  Fifty-person 
department  produces  news  sections, 
sports,  technology,  special  sections, 
reprints,  zoned  editions  and  busi¬ 
ness.  Will  consider  any  combination 
of  experience  in  design,  editing, 
management,  pagination,  technology, 
organization  or  graphics.  We  believe 
complementary  skills  are  what  makes 
a  team  truly  great.  Dayton  is  an 
extremely  pleasant,  affordable  city  in  a 
metropolitan  area  of  nearly  1  million. 
Our  pay  and  benefits  are  excellent. 
Our  journalism  is  superb.  We’ve  won 
many  awards,  including  a  recent 
Pulitzer,  “World’s  Best  Designed 
Newspaper"  and  many  others.  When 
we  lose  people,  we  lose  them  to  the 
biggest  markets.  Dazzling  new  $92 
million  printing  facility  is  most 
advanced  on  the  continent.  Our 
circulation  is  166,000  daily,  210,000 
Sunday.  Contact: 

John  Thomson,  deputy  managing  editor 
Dayton  Daily  News 
45  South  Ludlow  Street 
Dayton,  OH  45402 

E-mail  John_Thomson@coxohio.com 

PAGINATOR/COPY  EDITOR 
Employee-owned  27,000  daily  with  a 
tradition  of  excellence  is  looking  for 
an  experienced  page  designer/copy 
editor.  QuarkXPress  a  must.  Enjoy 
Yellowstone  and  Grand  Teton 
national  parks  nearby.  Send  resume 
and  clips  to  Jared  Johnson,  Post 
Register,  333  Northgate  Mile,  Idaho 
Falls,  ID  83401  or  E-mail: 

jjohnson@idahonews.com 


EDITORIAL 


MANAGING  EDITOR 
Hands-on  editor  needed  to  lead  staff 
of  25  for  six-day,  AM  daily  in  32,500 
circulation  in  the  Shenandoah  Valley 
of  Virginia.  Excellent  opportunity  for 
individual  with  strong  news  sense 
and  outstanding  management  skills. 
Must  be  able  to  publish  a  balanced 
newspaper  with  primary  emphasis 
on  local  news,  then  state,  national 
and  world. 

Must  be  a  good  motivator  and  trainer 
and  experienced  in  computers, 
layout  and  design.  Website  experi¬ 
ence  helpful.  Great  quality  of  life  in  a 
market  that  has  a  City-County  popu¬ 
lation  of  100,000  with  four  colleges. 
Send  resume  to: 

R.  Morin,  editor 

Daily  News-Record  RO.  Box  193 
Harrisonburg,  VA  22801 

STAFF  WRITERS 

Intertec  Publishing  seeks  2  Staff 
Writers  tor  Wireless  Review  maga¬ 
zine.  Positions  located  in  the  Kansas 
City  area  (Overland  Park,  KS).  Will 
be  responsible  for  writing,  editing 
and  preparing  material  for  pub¬ 
lication.  Requires  minimum  of  3 
years  reporting,  writing  and  editing 
experience:  journalism  or  English 
degree:  desktop  publishing  experi¬ 
ence.  Must  be  articulate,  comfortable 
interviewing  CEO’s,  write  clear,  con¬ 
cise  copy.  Send  resume  and  letter 
with  salary  requirements: 

Intertec  Publishing,  MS-Writer,  9800 
Metcalf,  Overland  Park,  KS  66204; 

FAX:  (913)  967-1846; 
margo_shaw@intertec.com 

EDITORIAL 


EDITORIAL 


THE  ST.  PAUL  PIONEER  PRESS 
an  award-winning  Minnesota  newspa¬ 
per  with  more  than  200,000  circula¬ 
tion,  seeks  a  talented  senior  editor  to 
lead  teams  covering  communities  for 
four  different  daily  editions.  Applicants 
must  be  comfortable  in  a  team  environ¬ 
ment.  working  with  a  diverse  group  of 
reporters  and  fellow  senior  editors. 
They  must  be  adept  and  eager  to  con¬ 
tribute  to  quality  journalism,  high  stan¬ 
dards  and  needs  of  readers.  This 
management  position  reports  directly 
to  the  managing  editor.  Send  resume, 
clips,  a  list  of  360-degree  references 
and  a  short  autobiography  to: 

Managing  Editor  Vicki  Gowler, 

345  Cedar  Street.St.  Paul,  MN  551 01 
by  December  31 . 


SPORTS  EDITOR 

Excellent  opportunity  for  multi¬ 
talented  individual  to  direct  an  expe¬ 
rienced  6-person,  award-winning 
department.  The  Springfield  (OH) 
News-Sun,  a  35,000  AM  daily  and 
45,000  Sunday  is  looking  for  candi¬ 
dates  who  possess  strong  people 
skills,  realize  the  importance  of  local 
copy,  have  experience  in  manage¬ 
ment,  leadership,  writing,  layout  and 
design  and  who  understand  there’s 
more  to  sports  than  covering  games.  If 
this  is  a  challenge  you’re  interested  in, 
send  resume,  writing,  layout  samples  to: 

Jack  Bianchi,  Managing  Editor 
Springfield  News-Sun 
202  North  Umestone  Street 
Springfield,  OH  45503 


EDITORIAL 


looking  for  an  Ft.  Lauderdale 

experienced  and 

dynamic  editor  to  manage  its  news  and 
entertainment  weekly  in  Ft.  Lauderdale.  This 
position  requires  a  solid  background  in  news 
and  superior  management  ability.  The 
managing  editor  works  directly  with  writers  to 
help  shape  local  news  coverage  and  to  edit 
magazine-length  stories.  The  managing  editor 
also  supen/ises  the  day-to-day  operations  of 
the  editorial  department.  Fine  writing  and 
editing  skills  are  essential;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should  send 
cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 
To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 


_ EDITORIAL _ 

METROS  KEEP  STEALING  our  staff, 
so  Greater  Niagara  Newspapers  has 
several  management,  editing  and 
reporting  positions  open.  Our  papers 
are  located  in  historic  and  exciting 
news  towns.  We  cover  everything 
from  small  town  and  neighborhood 
news  to  rough-and-tumble  politics 
and  the  NFL.  We  are  in  a  highly  com¬ 
petitive  environment  and  need 
journalists  who  want  to  be  the  first 
with  the  best.  Send  your  resume  and 
examples  of  your  work  to: 

Dan  Bowerman,  editor. 

Greater  Niagara  Newspapers. 

MPO  549,  Niagara  Falls,  NY  14302-0549 

VERSATILE 
DESIGN  EDITOR 

100K  NE  Ohio  PM  wants  a  no-holds- 
barred  design  editor  who  can: 

•  Take  a  gray  page  and  make  it  sing 

•  Meet  deadlines 

•  Figure  out  how  to  get  it  all  in  and 
make  it  look  good 

•  Flandle  copy  editing  once  in  a 
while  without  fussing 

•  Paginate,  paginate,  paginate 
Interested?  Tell  us  why  in  your  cover 
letter  and  show  us  what  you're  doing 
now.  Design  a  ONE-PAGE  resume 
and  send  it  PDQ  to: 


EDITORIAL 


REPORTER  WANTED 
to  cover  concert  touring  biz  for 
weekly  music  industry  trade  pub¬ 
lication.  Required:  minimum  3  years 
reporting  experience,  knowledge  of 
pop/rock/R&B/country  touring  and 
music,  B.A.  in  journalism  or  English. 
Must  thrive  in  fast-paced  team 
environment.  L.A.  based  position. 
Send  cover  tetter  with  salary  require¬ 
ments,  resume  and  three  clips  to: 
Billboard,  Dept.  SN 
NewYork,  NY  10036. 

EOE 


THE  PEKIN  DAILY, 

an  award-winning  15,000  six-day  daily 
near  Peoria,  IL  needs  a  reporter.  We 
seek  a  highly  motivated,  detail- 
oriented  person  to  cover  local  police 
and  court  news.  Applicants  may  be 
recent  graduates.  Superior  English 
skills  and  a  journalism  degree  are 
required;  a  Master’s  degree  in  journal¬ 
ism  is  preferred.  Pay  is  between 
$19,000  and  $20,000,  depending  on 
the  candidate's  qualifications.  Send 
resume  and  writing  samples  to  Editor 
Joel  Steinfeldt,  Daily  Times,  P.O.  Box 
430,  Pekin,  IL  61 555. 


THE  MOBILE  REGISTER,  a  120,000 
circulation  AM  daily  on  the  Alabama 
Gulf  Coast,  seeks  a  talented  editorial 
cartoonist  compatible  with  its  con¬ 
servative  political  philosophy,  who 
also  has  a  talent  for  political 
caricatures  and  illustrations.  Send 
clips  and  resume  to: 

Frances  Coleman,  editorial  page  editor, 
RO.  Box  2488.  Mobile.  AL  36652 


EDITORIAL 


REPORTER: 

The  Sacramento  Business  Journal  has 
a  rare  opening.  We  require  driving 
curiosity,  a  knack  for  story  telling  and 
a  passion  for  accuracy.  Resume,  clips 
and  references  to  1400  21st  Street, 
Suite  200,  Sacramento,  CA  95814,  or; 
lwessman@amcity.com 


REPORTER 

REPORTER  needed  for  Crain  Com¬ 
munications’  weekly  news  publication 
covering  the  waste  and  recycling 
Industries.  Person  should  have  several 
years  of  daily  newspaper  experience, 
strong  reporting  and  writing  skills  and 
a  desire  to  be  part  of  a  growing  busi¬ 
ness  publication  team.  Please  send 
cover  letter,  resume  and  clips  to: 

Editor,  Waste  News,  1 725  Merriman  Rd. 

Suite  300,  Akron,  OH  4431 3 
EOEM/F/D/V 

REPORTER 

The  Antelope  Valley  Press  reporter 
we  seek  will  have  a  couple  of  years 
experience  with  strong  civics  and 
government  background  at  a  daily. 
This  self-starter  will  be  looking  for  a 
move-up  opportunity  from  smaller 
dailies  or  similar  publications.  Our 
aggressive  community  newsroom 
will  provide  the  right  reporter  with  an 
expanded  career  future.  We  coach 
and  foster  award  winners.  Send  resume: 

Human  Resources,  Antelope  Valley  Press 
RO.  Box  4050 
Palmdale,  CA  93590-4050 


RESPONSIBILITY: 

Develop  content  and  oversee  day-to- 
day  maintenance  of  Maxfootball.com 
Supervise  and  develop  8-person 
editorial  staff.  Maintain  and  improve 
network  of  more  than  70  pro  and  col¬ 
lege  football  audio  correspondents. 
Liaison  with  NY  video  unit  to  drive  con¬ 
tent  of  signature  team  shows.  Work 
closely  with  Technical  and  Marketing 
staffs  to  have  new  content  pro¬ 
grammed  and  publicized.  Build  com¬ 
munity  through  user  interaction. 
Some  writing.  Reports  directly  to 
EVP,  Production.  Qualifications:  Min¬ 
imum  five  years  journalism/publishing 
experience,  2  years  with  website. 
Good  creative  and  communicative 
skills.  Sports  expert.  Knows  latest 
Internet  trends.  Technical  savvy  not  a 
must,  but  helpful.  E-mail,  Fetx  or  mail 
resume  to: 

mnewman@meixfootball.com 
Fax  (31 4)  968-1 878 
MAX  Broadcasting  Network,  Inc. 
Attn:  Mark  Newman 
2510  S.  Brentwood  Boulevard,  #315 
St.  Louis.  MO  63144 


THE  TRIBUNE, 

a  feisty  105K  daily  in  sunny  Arizona, 
needs  experienced  copy  editors  who 
write  eye-catching  heads  and  can  plug 
holes  quickly.  Slot  experience 
necessary.  Send  resume,  cover,  clips 
from  past  six  months  to  Paul  Maryniak; 
managing  editor.  The  Tribune,  120  W. 
1st  Avenue.  Mesa.  AZ  85210. 

No  phone  calls,  please. 


EDITORIAL 


SENIOR  WRITER 

Rodale  Inc.,  the  world's  biggest  and 
most  respected  publisher  of  healthy 
living  books  and  magazines  (includ¬ 
ing  Prevention  and  Men’s  Health), 
seeks  a  talented,  experienced  health 
writer  to  help  grow  our  book  busi¬ 
ness.  We're  looking  for  another  great 
reporter  with  strong  researching, 
interviewing  and  writing  skills  who 
enjoys  transforming  complex  health 
information  into  strategies,  action 
plans  and  tips  people  can  use  to 
improve  their  lives.  In  addition  to  craft¬ 
ing  mind-blowing  features,  the  best 
candidates  know  how  to  handle  “how¬ 
to"  service  journalism.  Five  years 
experience  at  a  mid  level  daily  or 
higher  —  plus  a  health  writing  award 
or  two  —  will  get  you  a  serious  look. 
What  we've  got  to  offer:  On-site  gym, 
daycare,  health  food  cafeterias,  com¬ 
petitive  salary,  a  high  match  401  (k), 
bucolic  setting  and  other  perks-  not  to 
mention  the  opportunity  to  see  your 
byline  on  the  cover  of  a  book  (!) 

Send  cover  letter,  resume,  and  seven 
clips  (no  originals,  please)  to: 

Human  Resources  Department  (EP-SW) 
RODALE,  INC. 

33  E  Minor  Street 
Emmaus,  PA  18098 
Fax:  (610)  967-9209 
Equal  Opportunity  Employer 

Visit  our  website  at  www.rodale.com 


SKILLED  REPORTERS  AND  EDITORS 
wanted  for  HealthSCOUT,  the  Internet’s 
fastest  growing  daily  wire  sen/ice 
devoted  to  consumer  health  news.  This 
is  a  deadline  environment.  Reporters 
and  editors  should  be  able  to  turn 
around  a  story  quickly,  while  ensuring 
its  liveliness,  fairness  and  accuracy. 
These  jobs  are  not  for  beginners.  Expe¬ 
rience  is  needed  with  a  wire  service, 
daily  newspaper  or  daily  broadcast 
news  operation;  expertise  in  health  and 
medical  reporting  a  major  plus. 
Respond  with  a  letter  and  resume  to 
Executive  Editor  Barry  Hoffman; 
bhoffman@n<remedy.com 


REPORTER:  CityBusiness, 

The  Business  Journal  for  Minneapolis/ 
St.  Paul,  is  seeking  an  experienced, 
resourceful  newspaper  reporter  with 
the  drive  to  get  the  story  first  in  a  com¬ 
petitive  market.  Salary  and  benefits 
are  excellent.  Send  cover  letter, 
resume  and  clips  to: 

Dirk  DeYoung,  editor 
CityBusiness,  300  Rand  Tower, 

527  Marquette  Ave.  Minneapolis,  MN  55402 
Or  ddeyoung@amcity.com 


SMALL  COMMUNITY  PAPER 
in  Northwest  Ohio  seeking  Managing 
Editor  to  coach  and  lead  a  staff  of  7 
eager  and  young  professionals.  Must 
be  comfortable  with  editing,  assign¬ 
ments,  and  page  design.  Send 
resume,  salary  history  and  expecta¬ 
tions  along  with  sample  of  the  news¬ 
paper  your  currently  with  to  Box 
01 1 02,  Editor  &  Publisher. 


Mike  Braun 
Chief  design  editor 
The  Vindicator 
1 07  Vindicator  Square 
RO.  Box  780 
Youngstown,  OH  44501 
(No  phone  calls  please) 
Equal  OpF>ortunity  Employer 
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HELP  WANTED 


INFORMATION  SYSTEMS 


EDITORIAL 


PUBLIC  EDITOR: 

The  Philadelphia  Daily  News  is  looking 
for  a  creative,  hands-on  editor  who 
believes  in  impassioned  reporting  and 
vivid  writing  to  lead  our  civic  journal¬ 
ism  efforts.  The  Daily  News,  a  sharp, 
gutsy  tabloid,  seeks  to  mobilize  the 
citizens  and  leaders  of  our  city  to  help 
Philadelphia  imagine  its  future.  If  you 
care  about  the  fate  of  American  cities, 
want  to  practice  journalism  with  heart 
as  well  as  head,  and  believe  that  the 
press  can  and  should  re-energize  the 
community,  this  is  the  job  for  you. 
Send  your  vision  and  resume  to 
Deborah  Ucklider, 

New  Initiatives  Editor, 

RO.  Box  7788,  Philadelphia,  PA  19101 


SENIOR  EDITOR,  CNN  INTERACTIVE 
Experienced  journalist  needed  to 
launch/manage  new  CNN.com  web 
initiative.  Ideally:  superb  news  judg¬ 
ment,  expertise  in  youth  and/or  edu¬ 
cation  market,  managerial  skills,  and 
strong  web  experience.  E-mail  resume 
lea.ann.leming@cnn.com 

SPORTS  COPY/LAYOUT  EDITOR 
Strong  design  and  QuarkXPress 
skills  required.  Send  resume,  cover 
letter  and  work  samples  to: 

The  Bakersfield  Californian 
John  Millman,  Sports  Editor 
RO.  Box  440,  Bakersfield,  CA  93302 
Equal  Opprortunity  Employer 


SPORTS  DESIGNER:  Located  on  the 
west  coast  of  Florida,  the  award¬ 
winning  Sun  Herald  is  looking  for 
sports  designers  to  help  us  become 
the  best  mid-size  paper  in  the  coun¬ 
try.  We  are  looking  for  someone  who: 

•  likes  competition  and  has  the  will  to 
win 

•  can’t  stand  errors 

•  has  an  eye  for  design,  focusing  on 
precision  as  much  as  pizzazz 

•  wants  to  work  with  the  latest 
design  and  pagination  programs 

•  is  never  satisfied  with  the  status  quo 
The  job  includes  design  and  editing 
of  pages  on  a  2-person  sports  desk, 
producing  four  editions  per  day. 
QuarkXPress  knowledge  a  plus  but 
not  required.  If  this  sounds  like  you 
send  your  resume  and  some  tear 
sheets  to  Micnael  Parsons,  Sports 
Editor;  23170  Harborview  Road; 
Charlotte  Harbor,  FL  33980  or  call 
Executive  Editor  Jim  Gouvellis  at: 

(941)255-8136 


SPORTS  EDITOR:  Award-winning 
newspaper  on  the  Texas  Gulf  Coast 
seeks  a  sports  editor  to  join  its 
diverse  staff.  The  position  involves 
direction  and  planning  of  coverage. 
We  seek  a  gifted  writer  with  the 
ability  to  take  our  coverage  beyond 
the  traditional.  Send  a  resume  and 
work  samples  to  Kelly  Hawes,  asso¬ 
ciate  editor.  The  Galveston  County 
Daily  News,  RO.  Box  628,  Galveston, 
TX  77553-0628.  The  E-mail  address  is: 
kelly.hawes@galvnews.com 


EDITORIAL 


TEXAS  LAWYER,  a  weekly  newspa¬ 
per,  seeks  experienced  candidates 
for  open  editorial  positions  in  its 
Dallas  office.  Excellent  writing,  edit¬ 
ing,  proofreading  skills  a  must.  Law 
degree  preferred,  but  not  required. 
Send  resume  and  clips  to 
Colleen  B.  McGushin,  Texas  Lawyer 
900  Jackson  Street,  Suite  500 
Dallas,  TX  75202 
Fax:(214)741-2325; 

E-mail:cmcgushin@amlaw.com 

THE  CHARLOTTE  OBSERVER, 
the  largest  newspaper  in  the  beautiful 
Carolinas,  is  looking  for  a 

DEPUTY  BUSINESS  EDITOR 
Our  deputy  department  head  in  busi¬ 
ness  news  is  an  opportunity  to  help 
lead  a  veteran  staff  in  one  of  America’s 
most  dynamic  business  regions.  The 
Observer  covers  the  nation’s  second- 
largest  banking  center,  as  well  as 
major  textile,  airline,  technology,  retail, 
development  and  small  business 
beats.  Major  companies  include  Bank 
of  America,  First  Union,  Duke  Energy, 
Springs  Industries,  Red  Hat,  Lowe’s, 
Speedway  Motorsports  and  US 
Ainivays,  The  successful  candidate  will 
have  experience  in  business  editing, 
coaching  reporters  and  assembling 
sophisticated,  high-impact  news 
packages.  Send  clips,  editing  sam¬ 
ples.  and  a  resume  to  the  attention  of: 

Jon  Talton 

Executive  Business  Editor/Columnist 
The  Charlotte  Observer 
PO.  Box  30308, 

Charlotte,  NC  28202 


THE  CONCORD  (NH)  MONITOR 
has  an  opening  for  a  general  assign¬ 
ment  reporter  to  work  out  of  a  3- 
person  bureau.  The  Monitor  is  a  7-day 
AM  recognized  by  the  Columbia  Jour¬ 
nalism  Review  as  the  best  small 
newspaper  in  the  country.  Candidates 
must  have  excellent  writing  skills,  col¬ 
lege  or  professional  news  experience, 
and  the  ability  to  generate  story  ideas 
from  a  beat  comprising  several  towns. 
College  degree  required.  Send 
resume  and  5  clips  to: 

Hans  Schulz,  Concord  Monitor, 

Box  1177, 

Concord,  NH  03303-1 177. 


THE  SOUTHERN  ILLINOISAN 
has  an  opening  in  the  Editorial 
Department  for  an  experienced 
reporter.  We  are  looking  for  someone 
who  is  equally  at  home  with  features 
and  hard  news  and  can  give  us  an 
extra  dimension  with  special  projects 
and  in-depth  reporting.  Candidate 
must  be  a  self-starter  who  can  inde¬ 
pendently  develop  sources  and  stories 
from  a  base  15  miles  from  our  main 
newsroom.  The  primary  responsibility 
of  this  position  is  coverage  of  the  sec¬ 
ond  largest  city  in  our  market.  Send 
resume  and  clips  to: 

Human  Resources  Manager 
Southern  Illinoisan 
PO.  Box  21 08 
Carbondale,  IL  62902 


EDITORIAL 


THE  NORTHWEST  HERALD  is  seek¬ 
ing  reporters  and  copy  editors. 
We’re  a  35,000  AM  daily  in  the 
northwest  Chicago  suburbs  com¬ 
mitted  to  serving  Illinois’  fastest  grow¬ 
ing  county.  We  are  seeking  bright, 
energetic  people  with  about  a  year’s 
experience  who  want  to  help  us  be 
the  state’s  best  mid-sized  daily.  We 
offer  good  pay,  top  notch  technology, 
and  growth  opportunities  like  a  full-time 
writing  coach.  Please  send  your 
resume  and  cover  letter,  along  with 
samples  of  your  work  to  Cliff  Ward,  at: 

PO.  250,  Crystal  Lake,  IL  60039-0250 


REPORTER:  Good  little  daily  in  the 
Sierra  Foothills  seeks  experienced 
reporter  (college  newspaper  OK)  to 
aggressively  cover  fascinating  people, 
and  local  news.  Send  resume,  clips  to 
Judy  Brill,  city  editor.  The  Union, 

11 464  Sutton  Way. 

Grass  Valley,  CA  95945. 

E-mail  judyb@theunion.com 

INFORMATION  SYSTEMS 


TECHNICAL  SUPPORT  MANAGER 
The  Las  Vegas  Review-Journal, 
Nevada’s  largest  newspaper,  is  seek¬ 
ing  a  technical  support  manager. 
This  position  is  hardware  oriented, 
will  coordinate  the  efforts  of  a  five- 
member  team,  and  be  responsible 
for  the  daily  management  of 
technical  activities  related  to  LAN 
and  desktop  support.  Excellent  peo¬ 
ple  skills  and  three  to  five  years 
experience  in  an  implementation  or 
integration  services  organization 
required.  Pluses  would  include  being 
bilingual  (English/Spanish),  having 
prior  exposure  to  Cisco/Foundry/HP 
switches,  HP  NetServers,  IBM  and 
Macintosh  workstations,  Windows 
95/NT  environment,  MAC  OS  8.1  or 
higher,  Photoshop,  QuarkXPress, 
Pagemaker,  and  background  in  the 
printing  or  publishing  industry.  This 
progressive  position  will  allow  poten¬ 
tial  for  growth  within  both  our  news¬ 
paper  and  our  parent  company,  the 
Donrey  Media  Group.  If  you  clearly 
meet  these  qualifications  and  are 
looking  for  a  challenging  career  with 
a  winning  team.  E-mail  a  letter  of 
interest  and  resume  including  salary 
requirements  to 

chris_fredrickson@lvrj.com 
in  plain  text  only  with  no  attachments. 
Or  mail  to  Human  Resources: 

Las  Vegas  Review-Journal 
PO.  Box  70,  Las  Vegas,  NV  891 25-0070 


CLASSIFIEDS 


SUBSCRIBE 

TOE&P 

TODAY 


GRAPHICS  SYSTEM 
ADMINISTRATOR 

This  person  would  be  responsible  for 
maintaining  the  Unix  operating 
system  of  The  Los  Angeles  Times’ 
image  production  and  archiving 
system.  Duties  include  system  trou¬ 
ble-shooting,  monitoring  of  work 
flows  in  several  departments,  main¬ 
taining  the  integrity  of  multiple  image 
databases,  user  administration,  doc¬ 
umentation,  and  development  of 
web  interfaces.  A  minimum  of  three 
years  experience  in  UNIX  system 
administration  and  at  least  one  year 
of  experience  in  Sun/Solaris  system 
administration,  as  well  as  three  years 
experience  in  PERL  and  shell  script¬ 
ing  are  required.  Understanding  of 
use.'  and  system  issues  related  to 
graphic  and  image  file  formats  a 
must.  So  is  knowledge  for  and  expe¬ 
rience  in  a  publication  environment. 
Experience  in  Web  design,  espe¬ 
cially  HTML,  JavaScript  and  CGI 
programming,  are  also  required. 
Experience  with  SYBASE  is  desira¬ 
ble.  Please  apply  to  Dorothy 
Ingebretsen,  editorial  library  director. 
Los  Angeles  Times,  Times  Mirror 
Square,  Los  Angeles,  CA  90053. 


MAILROOM 


DISTRIBUTION  MANAGER 
105-year-old  family  owned  SC  daily 
(22,000)  is  seeking  an  experienced 
Distribution  Manager.  Experience 
with  Muller-Martini  inserting  Equip¬ 
ment  a  plus.  Send  resume  and 
references  to: 

General  Manager,  The  Item 
RO.  Box  1677,  Sumter.  SC  29150 
Or  fax  (803)  775-0028 


PHOTOGRAPHY 


PHOTOGRAPHY  DIRECTOR 
Come  lead  a  smart,  talented  11- 
person  photo  department  in  a  com¬ 
petitive  market.  We  are  a  100,000 
daily  in  central  North  Carolina. 
Qualifications:  10  years  of  photo¬ 
journalism  experience  and  excellent 
knowledge  of  Photoshop,  QuarkX¬ 
Press  and  digital  imaging.  If  you 
have  excellent  management  and 
picture-editing  skills,  send  resume 
and  work  samples  to: 

Ed  Williams,  Recruitment  Coordinator 
Greensboro  News  &  Record 
200  E.  Market  Street 
Greensboro,  NC  27420 


PRESSROOM 


PRESSMAN  -  Urbanite,  experienced. 
Top  Pay  For  Top  Man.  Union  Bene¬ 
fits  Include  Health,  Welfare,  Pension 
and  4  Weeks  vacation  after  3  years. 
12  Paid  Holidays.  Also  Weekends 
and  Part  Time  Openings  available  for 
Web  Pressman.  Call  Michael  Reicher 
(51 6)  484-3300  Ext.  204  or 
Fax  Resume  (516)  484-6749 


NEWS 

makes  the  difference. 
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PRESSROOM 


PRESSROOM  MANAGER 

The  Austin  American-Statesman  is 
seeking  an  experienced  manager  to 
oversee  its  pressroom  operation.  We 
currently  have  3,  9-unit;  Goss 
Metroliner  presses  and  will  be  install¬ 
ing  a  new  KBA  press  in  the  year 
2000.  Qualified  applicants  should 
have  at  least  5  years  pressroom 
management  experience  in  the  role 
of  manager  or  assistant  manager.  He 
or  she  should  possess  extensive 
operational  and  mechanical  knowl¬ 
edge  of  pressroom  equipment  and 
be  willing  to  teach  and  train.  Prior 
involvement  in  a  press  installation 
project  would  be  a  plus.  Quality  pro¬ 
ducts  are  demanded  and  the 
qualified  person  will  lead  a  pressroom 
team  that  is  focused  on  becoming 
the  best.  Job  duties  will  include  hir¬ 
ing,  budget  preparation,  project  plan¬ 
ning,  communicating  with  other 
departments,  motivation  of  current 
staff  and  employee  evaluations. 

Austin  is  a  very  competitive  market 
and  growing  fast.  It  is  rated  as  one  of 
the  best  places  to  live  in  the  US.  If 
you  are  looking  for  a  change  or  a 
new  challenge,  send  a  current 
resume,  including  professional 
references  to: 

E.  Terrazas 

Austin  American-Statesman 
305  S.  Congress  Avenue 
Austin,  TX  78704 

E-mail:  eterrazas@statesman.com 
Fax:  (512)445-3883 


PRESSROOM  SUPERVISOR 
The  San  Jose  Mercury  News  is  look¬ 
ing  for  a  pressroom  supervisor  with 
Offset  Pressroom  experience.  Pre¬ 
vious  management/supervisory 
experience  in  a  newspaper  produc¬ 
tion  atmosphere  highly  preferred. 
Ability  to  establish  rapport  with  pre¬ 
ssroom  employees,  other  depart¬ 
ment  managers.  Solid  interpersonal 
and  writing  skills.  Good  organiza¬ 
tional  and  multi-task  skills  required. 
Must  be  flexible  in  work  hours.  Some 
PC  knowledge  desired.  Ability  to 
analyze  and  troubleshoot  mechan¬ 
ical  and  personnel  problems.  Com¬ 
prehensive  benefit  package  and 
excellent  opportunities  for  career 
growth. 

We  prefer  to  receive  resumes  via  E- 
mail  (no  attachments).  Paste/type 
your  resume  in  the  body  of  the 
message.  Specify  the  position  you 
are  applying  for  in  the  subject  box. 
You  may  also  mail  your  resume. 

Human  Resources  Department 
jobs@sjmercury.com 
San  Jose  Mercury  News 
750  Bidder  Park  Drive 
San  Jose,  CA  95190 
Equal  Opportunity  Employer 


PRODUCTION/TECH 


DIRECTOR  OF  PRODUCTION 
Career  opportunity  to  lead  great 
color  web  offset  pressroom, 
mailroom,  ad  composition  and  grow¬ 
ing  commercial  printing  department 
at  Pacific  Northwest  community 
daily.  Send  letter,  resume,  salary  his¬ 
tory,  work  samples  to: 

Box  01125,  Editor  &  Publisher. 

1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


PRODUCT  PACKAGING  CENTER 
MANAGER 

The  News-Tribune,  a  Pacific  North¬ 
west  135,000  daily  circulation  news¬ 
paper,  is  seeking  a  manager  for  our 
packaging  operations.  Qualified 
applicants  have  experience  in  a 
supervisory  capacity,  completion/ 
knowledge  of  production  shift 
reports,  have  the  ability  to  adhere  to 
daily  production  deadlines,  and  are 
computer  literate. 

We  offer  a  competitive  compensa¬ 
tion/benefits  package.  Interested 
candidates  please  submit  a  resume 
and  cover  letter  to: 

The  News  Tribune 
Production  Department 
RO.  Box  11 000 
Tacoma,  WA  9841 1  -7086 
E-mail:  smith.amy@m.tribnet.com 


PRODUCTION/TECHNOLOGY  DIRECTOR 

The  North  Georgia  Newspaper 
Group,  a  business  unit  of  Community 
Newspaper  Holdings  Inc.,  located  in 
Dalton,  Georgia  is  seeking  an  experi¬ 
enced  production/technology 

director  to  manage  our  prepress, 
press  and  technology  director  to 
manage  our  prepress,  press  and 
technology  departments.  This  posi¬ 
tion  involves  hands-on  responsibility 
in  all  facets  of  the  production  process 
and  maintenance  of  all  computer 
systems  -  software  and  hardware. 

The  qualified  candidate  will  be  skilled 
in  the  areas  of  newspaper  production, 
operational  analysis,  multiple  com¬ 
puter  platforms  (i.e.,  Apple,  PC, 
Baseview  and  FSI  front  end  systems) 
and  budgeting.  As  Production/ 
Technology  Director  of  group  news¬ 
papers,  you  will  be  charged  with 
motivating  team  members  of  the  pre¬ 
press/press  departments  to  high 
performance  in  every  aspect  of  their 
work.  Requires  5-8  years  of  newspa¬ 
per  production  management  experi¬ 
ence  in  the  newspaper  industry.  We 
offer  an  attractive  salary  and  benefits 
package  plus  moving  expenses. 
Interested  candidates  may  apply 
online,  send  or  fax  resume  with 
salary  requirements  to: 

Richard  D.  Brown 
Division  Manager/Vice  President 
North  Georgia/Alabama  Division 
RO.  Box  1167,  Dalton,  GA  30722-1 167 
Fax:  (706)  272-3829 
E-mail:  rbrown@cnhi.com 


PUBLIC  RELATIONS 


PUBLIC  RELATIONS 


MEDIA  PROGRAMS  COORDINATOR 


The  East-West  Center  is  a  nonprofit  education  and  research  institution 
established  in  Hawaii  in  1960  with  a  mandate  “to  promote  better  relations 
and  understanding  between  the  United  States  and  the  nations  of  Asia  and 
the  Pacific  through  cooperative  study,  training,  and  research". 

Applications  are  being  accepted  for  a  three-year  limited  position  as  Media 
Programs  Coordinator.  The  coordinator  plans  and  manages  the  Center’s 
programs  to  enhance  media  professionals'  knowledge  and  understanding 
about  Asia  and  the  Pacific  through  professional  development  programs  for 
journlaists;  through  interaction  among  journalists,  media  executives, 
scholars  and  other  professionals;  and  through  EWC  seminars,  briefings 
and  study  tours.  The  coordinator  also  develops  collaborative  relationships 
and  projects  with  other  organizations:  prepares  materials  for  publication, 
develops  proposales  for  external  funding;  and  contributes  to  the  intellectual 
and  cultural  life  of  the  East-West  Center  community. 

SALARY:  $53,793.00  to  $60,965.00  per  year,  depending  on  qualifications, 
plus  cost-of-living  allowance  (COLA)  currently  at  25%  (subject  to  change) 
and  an  attractive  benefits  package. 

Qualifications  and  application  requirements,  see: 

http://www.ewc.hawaii.edu 
Send  application  materials  to: 

Human  Resources  Office 
East-West  Center 

1601  East-West  Road,  Honolulu,  Hawaii  96848-1601 
Fax:  (808)  944-7970 

Materials  must  be  postmarked/FAXed  by  January  20, 2000 


X 


EAST-WEST  CENTER 


An  Equal  Opportunity  Employer 


THE  PALM  BEACH  POST 
SALES  MANAGER  -  INSIDE  SALES 
An  exciting  opportunity  exists  for  an 
individual  to  lead  a  newly  created 
inside  sales  team.  The  ideal  candi¬ 
date  will  have  a  minimum  of  3  recent 
years  inside  sales  experience  and  2 
years  sales  management  experi¬ 
ence,  preferably  in  a  newspaper 
environment.  Ability  to  hire,  train  and 
motivate  a  high  achieving  sales  team. 
Bachelor's  degree  preferred.  Apply  to: 

HR,  RO.  Box  24700 
W.  Palm  Beach  FL33416 
Or  fax  (561)  820-4192 


I  POSITIONS  WANTED - ^ 


ADMINISTRATIVE 


COMMUNITY  PUBLISHER  SEEKING 
position  as  Publisher/General  Man¬ 
ager.  20  years  of  good  solid  experi¬ 
ence  in  advertising,  circulation,  niche 
market  products  and  commercial 
printing.  Living  in  southern  Arizona 
will  relocate. 

Call  Lonnie  at  (520)  663-1 763  or 
E-mail  landp@uswest.net 


EDITORIAL 


AN  AWARD  WINNING  writer/editor 
seeks  freelance  editor  and  p.r.  assign¬ 
ments.  I  have  written  for  and  edited 
trade  and  consumer  publications. 
Most  recently  director  of  publications 
and  PR.  for  a  major  corporation. 

Call  (888)  845-0999. 


JOURNALIST  SEEKING  ADVENTURE 
Features  writer/music  critic  for  major 
Midwestern  daily  seeking  challenging 
climate.  My  strengths  are  enterprising 
offbeat  stories  and  giving  them  a 
fresh  voice  and  perspective.  I  have 
great  clips  and  major  enthusiasm. 

E-mail:  chicagoreporter@aol.com 


REPORTER/FEATURES  WRITER 
Hungry,  versatile  NW  scribe  seeks 
100K-I-  paper  for  GA/features.  Eight 
years'  experience:  four  in  features. 
Fresh,  original.  Writes  next  month's 
package  and  Page  One  tomorrow. 

Reply  to  Box  01124,  Editor  &  Publisher 
1 51 5  Broadway,  1 2th  FI,  NY,  NY  1 0036 


EXPERIENCED  EDITOR-REPORTER 
19  years  wants  in  home  work.  (509) 
453-3224  or  obi  knowbeee@aol.eom 


Your  coiiiniunit)  link  to  the  newspaper  industry  every  week  since 

1884! 


It’s  a  Classified  Secret! 


We’ll  never  reveal  the  identity  of  an  E&P  box  holder 
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CULTURE  TRENDS 


MTV  Around  the 
World 

Week  of  1211199 


MTV  Asia! 


Artist 

1.  Ronan  Keating 

2.  Sugar  Ray 

3.  Ricky  Martin 

4.  C.  Aguiiera 

5.  Madonna 


Title 

When  You  Say... 
Someday 
She’s  All  I  Ever 
Had 

Genie  In  A  Bottle 
Beautiful  Stranger 


MTV  Latin  America  (South  Feed) 


Artist 

1.  C.  Aguilera 

2.  Shakira 

3.  Lou  Bega 

4.  Limp  Bizkit 

5.  Luis  Miguel 


MTV  Indii 


Artist 

1.  BSB 

2.  Sonu  Nigam 

3.  Jagit  Singh 

4.  Harbhajan  Mann 

5.  Boyzone 


MTV  Australi. 


Artist 

1.  Eiffel  65 

2.  Britney  Spears 

3.  Madison  Ave. 
4.S2S 

5.  Jennifer  Lopez 


Title 

Genie  In  A  Bottle 
Ojos  Asi 
Mambo  #5 
Nookie 

0  Tu  0  Ninguna 


Title 

I  Want  It  That 
Way 

Ab  Muje  RaatDin 
Shaam  Se  Aankh 
Mein 

Oye  Hoye 
When  The  Going... 


Title 

Blue 

Crazy 

Dont  Call  Me  Baby 
Sister 

Waiting  For  Tonight 


Billboard's  Top  15  Country  Singles 

Compiled  from  a  national  sample  of  airplay.  Provided  by  Broadca.st  Data  Systems. 

This 

Last 

Peak 

Wks  on 

Week 

Week 

Pos. 

Chart 

Title 

Artist 

1 

2 

1 

14 

When  I  Said  I  Do 

Clint  Black 

2 

3 

2 

21 

Home  To  You 

John  M.  Montgomery 

3 

1 

1 

19 

I  Love  You 

Martina  McBride 

4 

4 

4 

14 

He  Didn't  Have  To  Be 

Brad  Paisley 

5 

5 

5 

9 

Breathe 

Faith  Hill 

6 

8 

6 

14 

Come  On  Over 

Shania  Twain 

7 

7 

1 

24 

Something  Like  That 

Tim  McGraw' 

8 

11 

8 

24 

All  Things  Considered 

Yankee  Grey 

9 

6 

4 

21 

What  Do  You  Say  To  That 

George  Strait 

10 

13 

10 

12 

What  Do  You  Say 

Reba 

11 

14 

11 

9 

Pop  A  Top 

Alan  Jackson 

12 

15 

12 

14 

Big  Deal 

LeAnn  Rimes 

13 

18 

13 

13 

Cowboy  Take  Me  Away 

Dixie  Chicks 

14 

12 

10 

21 

ni  Go  Crazy 

Andy  Griggs 

15 

19 

15 

11 

My  Best  Friend 

Tim  McGraw 

©1999  Billboard/Broadcast  Data  Systems 

Billboard's  Top  15  Albums 

Compiled  from  a 

national  sample  of  retail  store  and  rack  sales  reports.  Provided  by  SoundScaa 

This 

Last 

Peak 

Wks  on 

Week 

Week 

Pos. 

Chart 

Artist 

Title 

1 

- 

1 

1 

Korn 

Issues 

2 

- 

2 

1 

Dr.  Dre 

Dr.  Dre  --  2001 

3 

- 

3 

1 

Celine  Dion 

All  The  Way... 

4 

3 

1 

23 

Santana 

Supernatural 

5 

- 

5 

1 

Will  Smith 

Willennium 

6 

5 

1 

27 

Backstreet  Boys 

Millennium 

7 

2 

2 

3 

Mariah  Carey 

Rainbow 

8 

7 

1 

45 

Britney  Spears 

...Baby  One  More  Time 

9 

- 

9 

1 

Chef  Raekwon 

Immobilarity 

10 

1 

1 

2 

Faith  Hill 

Breathe 

11 

4 

1 

3 

Rage  Against  The  Machine 

The  Battle  Of  LA 

12 

11 

1 

13 

Christina  Aguilera 

Christina  Aguilera 

13 

9 

3 

13 

Lou  Bega 

A  Little  Bit  Of  Mambo 

14 

8 

8 

2 

Soundtrack 

Pokemon 

15 

6 

6 

2 

Savage  Garden 

Affirmation 

©1999  Billboard/SoundScan,  IneyBroadcast  Data  Systems 
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CULTURE  TRENDS 

MTV’s 

The  Hollywood  Reporter’s  Box  Office 

BUZZWORTHY 

For  weekend  ending  December  6, 1999 

Thix  Last 

Week  Week  Picture 

3-Day 
Weekend  Gross 

Days  Total 

In  Release  Gross  Sale 

1 

Buzzworthy  songs  are  usually 

1 

24 

Toy  Story  2 

57,388,839 

10 

80,481,962 

by  new,  up-and-coming  artists 
who  MTV  believes  have  special 
potential.  Of  the  videos  MTV 

2 

1 

The  World  Is  Not  Enough 

23,237,746 

10 

75,508,007 

3 

New 

End  of  Days 

20,523,595 

5 

31,509,775 

designated  as  Buzzworthy,  the 
vast  majority  have  been 
certified  gold  or  platinum. 

4 

2 

Sleepy  Hollow 

18,414,444 

10 

61,638,812 

5 

3 

Pokemon  the  First  Movie 

7,105,860 

19 

77,724,392 

6 

4 

The  Bone  Collector 

5,487,535 

24 

53,747,635 

Week  of  11/29/99 

7 

5 

Dogma 

3,409,224 

17 

21,013,088 

Artist/Group:  Powerman  5000 
Song/Video:  "No  Body's  Real" 
Director:  David  Meyers 

8 

6 

Anywhere  but  Here 

2,822,227 

17 

14,613,282 

9 

7 

The  Insider 

2,480,294 

24 

22,052,444 

10 

10 

Being  John  Malkovich 

2,044,834 

31 

11,908,584 

This  Boston  based  group,  whose 

11 

New 

Flawless 

1,590,155 

5 

2,005,617 

vocals  were  once  packed  with  more  of 
a  hip  hop  punch,  have  changed  more 
than  just  thier  vocal  style.  The 
arrival  of  guitarest  M.33  has  beefed 

12 

11 

The  Sixth  Sense 

1,542,524 

115 

272,318,916 

13 

14 

The  Best  Man 

1,201,750 

38 

31,344,960 

14 

9 

The  Messenger:  Joan  of  Arc 

1,201,493 

17 

12,720,381 

up  the  bands  riffs,  and  a  lengthy  stint 
on  the  road  has  solidified  it’s  sound. 

All  of  which  is  evident  in  their  video 

15 

15 

American  Beauty 

1,170,667 

75 

66,524,764 

16 

8 

The  Bachelor 

1,138,217 

24 

19,860,833 

No  Body’s  Real. 

17 

13 

Double  Jeopardy 

1,008,383 

66 

112,336,525 

Artist/Group:  Macy  Gray 

Song/Video:  “Caught  Outta  There” 
Director:  Mark  Romanek 

18 

17 

Music  of  the  Heart 

780,118 

31 

13,452,635 

19 

12 

House  on  Haunted  Hill 

710,128 

31 

38,641,297 

20 

18 

The  Omega  Code 

501,232 

45 

11,489,374 

21 

16 

Light  It  Up 

364,986 

19 

5,290,072 

The  voice  of  Macy  Gray  is  a  won¬ 
drous  thing.  It  can  be  as  intimate  as 
the  wee  small  hours  or  as  exciting  as 
a  packed  nightclub;  disarmingly 

22 

34 

Blue  Streak 

361,143 

73 

66,808,313 

23 

20 

Runaway  Bride 

340,758 

122 

151,281,470 

24 

44 

Mansfield  Park 

334,853 

12 

529,123 

11 

sweet  on  one  song,  harsh  and  raspy 
on  another.  Within  eight  bars  of  any 
given  song  on  her  Epic  debut  album. 

On  How  Life  Is,  the  voice  is  unmis- 

25 

23 

The  Straight  Story 

334,165 

45 

3,072,928 

26 

31 

Princess  Mononoke 

318,772 

31 

1,638,393 

27 

21 

Superstar 

238,879 

52 

29,063,112 

takable.  Whether  it’s  the  funky 
breakbeats  coupled  with  Macy’s 
raspy  words  of  encouragement"  Do 

28 

25 

Mysteries  of  Egypt 

226,444 

545 

25,076,323 

29 

42 

All  About  My  Mother 

223,971 

10 

393,952 

Something"  the  album’s  first  single  or 

30 

22 

Fight  Club 

222,867 

45 

35,301,496 

the  smoky  ballad,  "Still"  reminiscent 
of  early  Aretha,  the  result  is  an 
album  filled  with  Macy’s  irresistibly 

31 

28 

T-Rex:  Back  to  the  Cretaceous 

184,615 

402 

26,125,172 

32 

19 

Fifty 

176,200 

33 

3,044,940 

gritty,  yet  soothing  vocals 

33 

45 

The  Adventures  of  Elmo 

171,434 

59 

11,497,427 

©1999  MTV 

34 

66 

Stir  of  Echoes 

155,832 

80 

20,749,431 

35 

33 

The  Limey 

145,228 

52 

2,541,454 

©  1999  The  Hollywood  Reporter 

Order  Now! 


You'll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the  Editor  &  Publisher 
International  Year  Book,  the  encyclopedia  of  the  newpoper  industry.  Part  1  provides  the  most 
up-to-dote  data  on  U.S.,  Canadian  and  foreign  dailies...news,  picture  and  syndicated  services... 
equipment/interactive  companies  and  more!  Part  2  covers  community,  specialty  and  free  publications. 
And  Part  3  is  o  phone  directory  of  all  the  major  players  in  both  doily  and  non-daily  papers. 


Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian  markets?  Turn  to  the 
Editor  &  Publisher  Market  Guide,  the  only  reference  with  both  quantitative  and  qualitative  data, 
including  cost  of  living,  crime  and  quality  of  life  indices...groduation  levels...housing  and  rental  rates... 
relocation  information...exclusive  economic  and  demographic  projections  and  much  morel 

ALL  TITLES  NOW  AVAILABLE  ON  CD-ROM.  For  faster  service 
or  lor  inlormotion  on  our  CD-ROMs,  coll  1-888-612-7095. 


Editong^ 

PUBLISHER 


_]YES!  Please  rush  my  order  lor  the  International  Year  Book  in  the  format  and  version  I  have  chosen. 

Nome _  Tour  Business  (Check 

T.J.  '•  -t  Newspaper 

- 2.  J  Newspoper 

Compony__ _ _ _ _ _ 

’  3.  J  Syndicate/ 

Address _ News  Service 

4.  J  Ad  Agency 

City - Stale - Zip - -  5.  j  PuUk  Relotions 

QTY’ 

(  i  3-Volume  Set:  S200  each  -I  Check  Amount  Enclosed  S -  J  -J 

(  )  Volumes  1  &  3*  SI  SO  for  both  lo  Edhor  t  PwUshar  Yopr  Bw»k  in  US  doNars  onfy  < 

YO  umes  I  S  J.  iUU  tor  oom  ^  ^r^  ^  ^  ^  oddSs)  8.  J  Mh.  ■  General 

(  )  Volume  I  only:  SI  25  each  9.  JMfr.  Auto 

(  )  Volume  2  only:  SlOVeoch  &  Truck 

{  ) Volume 3 only: S50 eoch  Account# - - — - - Exp.  Dole -  lO.JMfr.  Food 

{  )  CD-ROM  version  of  the  Signature _  !  1 "! 

In^rnationalYemBr^k 

with  Inling  copobililies:  S895  , 3  j 

(one  user  only).  For  muhi-user  -  14.  J  Retoil 

,..11  Poynwnl  oiusl  OKompony  o#  otJeis.  CA,  CO,  DC,  FI,  GA,  11,  MX,  MO,  MV,  ,,  ,  p„u^ 

licensing  intormotion,  coll  HY  qH  mid  IX  residmils,  pkose  mid  amvoiiriote  sAs  loi.  Conodo  resi- 

1  -800-336-4380  ext.  1 72.  4mils,  pieose  odd  GST.  No  shipping  lo  PO  ooxn  AR  CD  ROM  solos  me  Hnol.  Transportation 

16.  J  Individual 


_l  Check  Amount  Enclosed  S _ 

(Poyolile  lo  Ittar  t  PuMsAer  your  (ooA  in  US  ddlors  mdy. 

U.S.  ond  Conodo  shipping  ond  hondhng  odd  SI  2;  Imeign  odd  SASI 

Charge  my:  JVISA  JMC  JAMEX 

Account  #  _ Exp.  Dole . 

Signature _ 

Phone  # _ 


Poyment  must  occompony  oM  mdcrs.  CA,  CO,  DC,  FI,  GA,  II,  MA,  MD,  NV, 

NY,  OH  ond  TX  residents,  ploose  odd  oppropriote  soIm  Iox.  Conodo  resi- 
dents,  pieose  odd  GST.  No  shipping  lo  PO  ooxes  AR  CD  ROM  soles  me  Hnol. 


one  cotegory  only). 

17. _l  Publishing  other 

than  Nev^per 

18.  J  Real  Estate 

20.  J  Food:  Rest./ 

Whkle 

21.  J  Insurance 

22.  J  Medio 

23.  J  Non-profit 

24.  J  Recruitet/ 

Empl.  Agency 

25.  J  Mktg./Research 

26.  J  Utility 

27.  J  Entertoinnient 

28.  J  Hook  Dist. 

29.  -I  Franchise 

30.  □  School/Univ. 

31.  J  Supermarket 

32.  J  Drug  Store 

33.  J  Hospitol 

34.  J  Graphic  Arts/ 

Printing 

1 9.  J  Other: 


Editong^ 

PUBLISHER 


uf: 


41411 10 


JYES!  Pieose  rush  my  order  for  the  EiSfor  S  PuMsber  Market  Guide 
in  the  formot  I  hove  chosen. 


QTY: 

(  )  2000  Market  Guide 

at  $140  each 

(  )  CD-ROM  copies  of 

the  2000  Market  Guide 
at  $795  eoch. 


J  Check  Amount  Enclosed  $ _ 

(Payable  to  fdllfor  1  PuhSskar  Ytar  Book  in  US  dollors  only. 

U  S.  ond  Conodo  shipping  and  hondling  odd  $12;  foreign  odd  ^5) 

Charge  my:  JVISA  JMC  JAMEX 

Account# _ Exp.  Date _ 

Signature _ 

Phone  # _ 

Fax# _ 

Pnymmit  must  mrompany  dl  mders.  CA,  CO,  DC,  FI,  GA  II,  MA,  MD,  NV, 

NY  OH  ond  TX  residents,  pieose  odd  opprrntiote  soles  to>.  Conodo  resi¬ 
dents,  pieose  odd  GST.  No  shipping  lo  PO.  ooxes  AR  CD-ROM  soles  me  find. 
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they'll  give  you  a  lifetime  of 
expertise.  Give  them  three 
full  days  and  you'll  go  home 
with  razor-sharp  skills,  know¬ 
how  and  expertise. 


You  can't  find  this  stuff  any¬ 
where  else. 


Not  in  the  Valley.  Not  in  the 
Alley.  Not  inside  or  outside 
Rt.  128,  the  Triangle,  or  the 
Beltway. 


And  that's  because  we've 
got  them.  In  New  Orleans. 
February  9th  -  12th,  2000. 
Right  where  you  belong. 


n  ^ 

Ed 

INTER 

CONFERE 

FEBRUA 

Conference:  Hyatt  Resenc 


newspeople 


byTjamie  Santo  newspeople@mecliainfo.com 
Idaho 

Steve  McClure  to 

managing  editor  of 
The  Moscow-Pullnuin 
Daily  News  in  Moscow 
from  staff  writer. 
McClure  will  succeed 
Roger  Kendall,  who  is 
to  step  down  Dec.  10. 


California 

Ed  Lasak  to  vice 
president  of  finance 
and  operations  at  the 
Press-Enterprise  Co.  in 
Riverside  from  vice 
president  of  finance. 

Lasak  will  assume  the 
responsibilities  previ¬ 
ously  handled  by 
Howard  Owens,  the  vice  president  of 
operations  who  will  retire  in  January 
after  a  quarter-century  with  The  Press- 
Enterprise. 


who  retired  after  Freedom  Com¬ 
munications  traded  the  daily  to  PTS 
Newspapers  of  Fort  Payne.  Ala. 


Sue  Carpenter  to  editor  and  publisher 
of  The  Garrett  Clipper  from  advertising 
manager  for  The  Evening  Star  in  Auburn. 
Carpenter  succeeds  Wayne  and  Pat 
Bartels,  who  sold  the  weekly  to  the 
Kendallville  Publishing  Co. 


Lasak 

The  Press- 
Enterprise  Co. 


McClure 

The  Moscow- 
Pullman  Daily  News 


Illinois 

James  Reindl  to  chief  of  bureau  for 
The  Associated  Press  in  Chicago  from 
chief  of  bureau  for  the  AP  in  Indianapolis. 
Reindl  succeeds  James  F.  Wilson,  who  is 
retiring  after  32  years. 


Massachusetts 

Kirk  LeMessurier  to  editor  of  the 
weekly  Brookline  Tab  from  staff  reporter. 
He  succeeds  Peter  Panepento.  now  editor 
of  SchoolSports.  a  scholastic  sports  maga¬ 
zine  and  Internet  site. 


Colorado 

Boots  Gifford  to  managing  editor  of 
the  twice-weekly  Estes  Park  Trail-Gazette 
from  managing  editor  of  The  Havre 
(Mont.)  Daily  News.  Gifford  succeeds 

Timothy  Asbury. 


Lioyd  Weston  to  managing  editor  and 
chief  executive  of  Chicago-based  Alliance 
News  Inc.,  a  new  subsidiary  of  Hollinger 
International  Inc.,  from  managing  editor 
of  the  weekly  Chicago  Jewish  News. 


Minnesota 

Rusty  Coats  to  editor  of  startribune 
.com.  the  Web  site  for  the  Star  Tribune  in 
Minneapolis,  from  content  manager  for 
sacbee.com.  the  Web  site  for  The 
Sacramento  (Calif.)  Bee.  Both  the  Star 
Tribune  and  the  Bee  are  properties  of  the 
McClatchy  Co. 


District  of  Columbia 

Matthew  L.  Yancey  to  news  editor  in 
charge  of  congressional  coverage  for  The 
Associated  Press  from  AP  night  supervi¬ 
sor  in  Washington. 

Frank  Baker  to  the  newly  created  post 
of  news  editor  supervising  15  Wash¬ 
ington-based  regional  reporters  serving  26 
states  for  the  AP.  from  news  editor  in  the 
Nashville.  Tenn.,  bureau. 


Indiana 

Ron  Dietz  to  pub-  ; 
lisher  of  the  Journal  ^ 

Review  in  Crawfords- 
ville  from  publisher  of 
the  weekly  Light  and  UlWW m 
Champion  in  Center, 

Texas.  Dietz  succeeds  Dietz 
James  J.  McMillen,  Journal  Re^ew 


Oklahoma 

Randy  Petersen  to  managing  editor  for 
the  daily  Miami  News-Record  from  staff 
writer  at  the  Albert  Lea  (Minn.)  Tribune. 
He  succeeds  Roger  Bluhm.  now  editor  at 
the  Branson  (Mo.)  Tri-Lakes  Daily  News. 


Jeff  Politte  to  managing  editor  of  the 
Blackwell  Journal-Tribune  from  pressman 
at  the  News  Press  in  Stillwater.  Politte 
succeeds  Robert  T.  Williams,  who  retired. 
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of  their  daily  iiewspapm  or  ^ 
non-daily  newspaper  groups 
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Rhode  Island 

Rachel  Zoll  to  correspondent  in  charge 
of  The  Associated  Press  bureau  in 
Providence  from  correspondent  for  the  AP 
in  Chattanooga,  Tenn. 


Patrick  Luce  to  editor  of  the  weekly 
Coventry  Courier  from  staff  reporter. 
Luce  succeeds  Tammy  Dufour,  now  man¬ 
aging  editor  of  The  Kent  County  Daily 
Times  in  West  Warwick. 
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Texas 

Vicki  Brown  to  editor  of  The  Graham 
Leader.  Brown,  who  recently  returned 
from  seven  years  as  a  missionary  in 
Tanzania,  previously  served  at  the  Snyder 
Daily  News  and  Mineral  Wells  Index. 


Oii'en  Van  Essen 


Philif ). Murray 
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Brown  succeeds  Lewis  Simmons  at  the 
semiweekly. 

Adam  Daigle  to  sports  editor  at  the 
daily  Stephenville  Empire-Tribune  from 
city  reporter  at  The  Daily  Star  in 
Hammond.  La.  Daigle  succeeds  David 
McCallum,  who  accepted  a  job  in  radio. 

Vermont 

Gary  Rutkowski  to  the  newly  created 
position  of  executive  editor  of  the  daily  St. 
Albans  Messenger  from  editor.  Rutkowski 
will  retain  his  title  as  general  manager. 

Katharine  Bilodeau  to  managing  edi¬ 
tor  from  news  editor  at  the  daily. 

Josh  Kaufmann  to  community  news 
editor  from  a  position  with  Barnes  & 
Noble. 

Justin  Larose  to  photo  editor  from 
photo  editor  at  the  weekly  County- 
Courier  in  Enosburg  Falls. 

International 

John  M.  Simpson 

named  visiting  lecturer 
in  journalism  at  the 
Dublin  City  University 
School  of  Commun¬ 
ications  in  Ireland. 

Simpson  resigned  as 
deputy  editor  of  USA 
Today  May  1 . 

OBITUARIES. . 

Joseph  Casey,  59,  longtime  editor  at 
The  Jersey  Journal  in  Jersey  City,  N.J., 
died  Nov.  29  of  cancer.  Casey  began  as  a 
delivery  boy  and  copy  clerk  for  the 
Journal.  After  stints  on  the  police  and 
City  Hall  beats,  he  was  promoted  to  the 
copy  desk.  In  1979,  he  was  named  editor 
of  the  Journal's  Bayonne  edition,  a  posi¬ 
tion  he  held  until  his  death. 

John  Corlett.  90,  respected  Idaho  polit¬ 
ical  reporter,  died  Nov.  28.  Corlett  began  at 
the  old  Boise  Capital  News  in  1935  as  a 
sports  reporter,  and  joined  The  Idaho 
Statesman  in  Boise  in  1 940  to  cover  poli¬ 
tics.  After  a  six-year  interlude  at  the  United 
Press,  he  rejoined  the  Statesman  as  politi¬ 
cal  editor  in  1948.  Corlett  covered  every 
legislative  session  from  1937  until  he  re¬ 
tired  in  1975.  He  also  served  as  Idaho  cor¬ 


respondent  for  a  number  of  national  publi¬ 
cations,  including  The  New  York  Times. 
After  retiring,  Corlett  compiled  the  “Idaho 
Almanac,”  a  detailed  history  of  the  state. 

Hugh  Haynie,  72,  former  syndicated 
political  cartoonist  known  for  his  liberal 
views,  died  Nov.  25  of  lung  cancer. 
Haynie  joined  The  Courier-Journal  of 
Louisville,  Ky.,  in  1958,  where  he  served 
as  cartoonist  until  his  retirement  in  1995. 
Haynie,  whose  work  was  syndicated  in 
more  than  80  newspapers,  gained  nation¬ 
al  prominence  for  cartoons  that  appeared 
in  Newsweek  and  Time  criticizing  former 
President  Richard  Nixon.  Haynie  was 
given  the  Distinguished  Service  Award 
and  Bronze  Medallion  by  Sigma  Delta 
Chi,  and  was  inducted  into  the  Kentucky 
Journalism  Hall  of  Fame  in  1987. 

Edwin  D.  Hunter,  83,  former  executive 
editor  of  the  Houston  Post,  died  Nov.  24. 
Hunter  worked  as  a  reporter  at  The  Monitor 
in  McAllen,  Texas,  The  Brownsville 
(Texas)  Herald,  and  The  Daily  Oklahoman 
in  Oklahoma  City  before  becoming  assis¬ 
tant  city  editor  at  the  Oklahoman  in  1945. 
Hunter  later  served  as  an  editor  at  the  San 
Angelo  Standard-Times  and  The  Galveston 
County  Daily  News,  both  in  Texas.  Hunter 
was  named  managing  editor  of  the  Houston 
Post  in  1967.  In  1976,  he  was  named  vice 
president  and  executive  editor,  a  position 
he  held  until  his  retirement  in  1981. 

Harry  Kelley  Jr.,  76,  former  publisher 
of  The  Portenille  (Calif.)  Recorder,  died 
Nov.  22.  Kelley  joined  the  Recorder  in 
1961  as  circulation  manager,  and  later 
oversaw  the  paper’s  1971  change  from  hot 
type  to  offset  printing.  Kelley  was  named 
publisher  in  1974  after  Freedom  News¬ 
papers,  now  Freedom  Communications, 
acquired  the  Recorder.  He  retired  in  1993. 

Don  Marsh.  72,  retired  editor  of  the 
Charleston  (W.Va.)  Gazette,  died  Nov. 
27.  Marsh,  who  was  named  editor  in 
1976.  began  his  40-year  tenure  at  the 
Gazette  in  1952.  Marsh  and  Publisher 
W.E.  Chilton  III  were  once  served  with 
criminal  complaints  when  they  decided  to 
publish  the  name  of  a  juvenile  who  fatal¬ 
ly  shot  a  junior-high  student  in  a  school 
hallway.  The  case  was  heard  in  1979  by 
the  U.S.  Supreme  Court,  which  ruled  in 


Simpson 

Dublin  City 
University 


favor  of  the  Gazette.  Marsh  received  a 
Distinguished  Writing  Award  from  the 
American  Society  of  Newspaper  Editors 
in  1987  for  his  weekly  column.  Marsh 
retired  from  the  paper  in  1992  after  suf¬ 
fering  a  heart  attack. 

William  K.  “Bill”  Rutherford  Jr.,  65,  the 

last  managing  editor  of  the  Arkansas 
Gazette  in  Little  Rock,  died  Nov.  24  of 
pancreatic  cancer.  Rutherford  joined  the 
Gazette  as  a  copy  boy,  later  working  his 
way  up  to  statehouse  bureau  reporter,  copy 
editor,  and  ultimately  managing  editor.  He 
was  managing  editor  when  the  Arkansas 
Democrat  bought  the  paper's  assets  and 
formed  the  Democrat-Gazette.  Rutherford 
later  taught  journalism  at  the  University  of 
Arkansas  at  Little  Rock,  and  he  completed 
a  one-year  term  as  president  of  the 
Arkansas  Press  Association  in  February. 

Charles  B.  Staff  Jr..  70,  longtime  music 
critic  for  The  Indianapolis  Star  and  News, 
died  Nov.  27  of  cancer.  Staff  joined  The 
Indianapolis  News  in  1955.  After  working 
on  the  copy  desk,  he  was  assigned  in  1958 
to  cover  movies  and  TV,  as  well  as  to  assist 
Walter  Whitworth,  the  music  and  drama 
critic.  After  Whitworth's  death  in  1965, 
Staff  assumed  the  News'  music/drama  beat 
full  time.  In  1995,  when  the  evening  News 
merged  staffs  with  the  morning  Star,  he 
was  named  classical-music  critic  for  the 
combined  operation. 

Jim  Wallace.  78,  retired  sports  editor 
of  The  Brainerd  (Minn.)  Daily  Dispatch, 
died  Nov.  24  of  cancer.  Wallace  began  in 
North  Dakota,  working  at  the  Fargo 
Forum  and  The  Jamestown  Sun,  but  spent 
34  years  at  the  Daily  Dispatch  after  mov¬ 
ing  to  Brainerd  in  1951. 

AWARDS. . 

The  Suburban  Newspapers  of  America 
announced  winners  of  its  1999  advertis¬ 
ing  and  promotions  awards.  Elaine  Myers 
of  The  Macomb  Daily  in  Mount  Clemens. 
Mich.,  was  named  Retail  Advertising 
Director  of  the  Year,  and  John  Knowles 
of  The  Mississauga  News  in  Ontario  was 
named  Classified  Advertising  Director 
of  the  Year.  The  SNA  also  honored  indi¬ 
vidual  newspapers  with  awards  in  23  dif¬ 
ferent  categories. 
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The  pursuit  of  personalization 

ONLINE  NEWSPAPERS  MAY  FIND  IT  NECESSARY  TO  MAKE  CONTENT  MORE 
CUSTOMIZABLE  TO  COMPETE  IN  THE  CYBER  MARKETPLACE  BY  KEVIN  FEATHERLY 


The  ability  to  personalize  infor¬ 
mation  is  one  of  the  great 
strengths  of  the  Internet,  yet 
personalized  news  has  so  far 
failed  to  really  take  hold  at 
newspaper  Web  sites.  Scanning  the  home 
pages  of  newspapers  shows  that  most  don't 
allow  users  to  filter  their  news  in  any  way. 

Meanwhile,  many  portals  and  Internet 
service  providers  offer  personalized  news 
feeds,  and  online  news  sites 
have  been  chasing  Yahool's 
customizable  My  Yahoo! 
page  for  some  time.  The  few 
newspaper  sites  that  offer 
personalization  seem  to  be 
mostly  using  software  from 
Zip2,  which  was  recently 
acquired  by  MyWay.com. 

What  the  My  Yahoo!  and 
MyWay.com  portals  offer  is 
user  choice  over  content  placement.  You 
want  sports  results  to  pop  up  before  you 
steer  off  to  news  of  the  latest  airline  disas¬ 
ter?  Can  do.  Want  a  default  home  page  that 
doubles  as  a  nifty  day-planner  calendar? 
OK.  Looking  for  personalized  stock  port¬ 
folios,  or  your  area's  weather  forecast? 
They  all  offer  those,  too,  among  many 
other  things. 

But  there  is  one  major  difference:  pene¬ 
tration.  Yahoo!'s  aggregated  sites  are  typi¬ 
cally  dialed  up  by  more  than  50%^  of  Web 
audiences  in  Just  about  any  given  U.S. 
market,  according  to  various  estimates.  By 
contrast,  even  the  most  popular  online 
newspapers  are  lucky  to  snag  15%  of  their 
market's  online  audience,  My- 
Way.com  Vice  Pi'esident  of  Mar¬ 
keting  Bruce  Murray  said.  And 
make  no  mistake,  he  added,  num¬ 
bers  indicate  that  Yahool’s  cus¬ 
tomizable  news  features  are  easily 
among  the  behemoth’s  most  popu¬ 
lar  online  attractions. 

All  of  which  suggests  that  fail¬ 
ure  to  develop  personalization  fea¬ 
tures  could  be  a  fatal  misstep  in  the 
online  space.  Denise  Collins,  a 
spokeswoman  for  the  subscription- 
based  Wall  Street  Journal  Interac¬ 
tive  Edition  (http://www.wsj.com), 
agreed,  based  on  what  Journal 
Interactive  users  are  saying.  The 
paper’s  online  Personal  Journal 


allows  users  to  direct  content  from  The 
Wall  Street  Journal  Interactive  Edition,  all 
international  print  editions  of  the  paper,  the 
Dow  Jones  news  wires,  and  stock  informa¬ 
tion,  according  to  user  preferences,  into  a 
series  of  pre-selected  online  "folders.” 
Users  access  those  folders  by  logging  into 
their  Personal  Journal  at  WSJ.com. 

"One  of  the  nice  things  about  being  a 
subscription  site  is  that  we  do  know  a  lot 


about  our  readers,”  Collins  said.  “We  do  a 
subscriber  study  every  year  and  focus 
groups  throughout  the  year.  What  people 
are  telling  us  is  that  ...  the  more  we  can 
personalize  the  site  and  make  it  work  the 
way  they  need  it  to,  the  more  that  they 
would  like  it.  1  think  that’s  why  personal¬ 
ization  is  something  that  we're  really  tak¬ 
ing  a  hard  look  at  for  next  year.  That's  why 
it's  a  priority.” 

Still,  the  Yahoo!/WSJ  model,  powerful 
as  it  is,  isn't  powerful  enough.  Or  so  con¬ 
tends  John  Pavlik,  director  of  Columbia 
University's  Center  for  New  Media.  That 
kind  of  customization  is  not  what  person¬ 
alized  news  can  or  should  be,  he  said, 
insisting  that  it  really  represents  Just  a  new 
way  to  shuffle  and  deal  out  cards  from  the 
same  old  worn-out  deck. 

“1  don’t  think  that’s  going  to  satisfy 
people  terribly,”  Pavlik  said.  “I  think  that’s 
OK,  but  I  think  it’s  sort  of  a  half-hearted 
attempt  at  customization.”  Pavlik  believes 
it  is  now  possible  to  meet  the  ultimate  goal 
of  the  Journalist  —  to  tailor  each  story  to 
the  needs,  interests,  and  preferences  of  the 
individual  reader.  “We  have  the  ability 
through  technology  to  customize  the  news 
so  that  it  can  become  relevant  to  every  per¬ 
son,  so  you’re  localizing  it  to  the  ultimate 
level,  which  is  the  individual  person,”  he 
said.  “To  me,  that’s  really  exciting.” 

Tailoring  news  packages  to  the  individ¬ 
ual  is  already  being  done.  MSNBC.com  did 


it  two  years  ago  with  a  feature  that  allowed 
people  to  search  the  most  dangerous  roads 
in  their  area  by  plugging  in  their  ZIP  codes. 
That  same  path  is  being  pursued  currently 
at  the  all-crime-all-the-time  news  site, 
APBnews  (http://www.apbnews.com). 

"Go  to  their  resources  section  and  see 
their  crime-mapping  index,”  Pavlik  said. 
"You  can  put  in  your  ZIP  ctxie  and  see  how 
safe  [or]  dangerous  your  community  is. 

Soon,  it  will  be  possible  to 
make  this  even  more  granu¬ 
lar.  I  think  this  is  the  kind  of 
customization  that  most  peo¬ 
ple  will  find  compelling.” 

When  discussing  news 
personalization  in  this 
sense,  you  also  get  rid  of  the 
arguments  from  many 
newspaper  editors  that  per¬ 
sonalization  takes  away  the 
valuable  Judgment  of  editors  or  that  per¬ 
sonalized  news  will  lead  to  an  uneducated 
populace  that  wants  only  "happy”  news 
on  their  Web  pages. 

"I  think  most  people  value  the  Judg¬ 
ment  of  a  good  editor,  and  want  to  know 
what's  going  on  in  the  world,”  Pavlik  said. 
"That  doesn't  mean  they  don't  want  cus¬ 
tomization.  They  want  customization  in 
terms  of  knowing  what  each  story,  or 
news  event,  means  to  them.” 

Pavlik  points  to  a  service  called  Urban 
Data  Solutions  (http://www.u-data.com), 
which  has  created  a  3-D  model  of  Manhat¬ 
tan  with  thousands  of  databases  connected 
to  it  through  embedded  hyperlinks.  Web 
users  can  zoom  in  and  click  on  any  area  of 
the  map,  and  tap  into  information  on 
everything  from  the  history  of  a  particular 
building  to  crime  incidents  on  a  particular 
street  corner.  The  company  plans  to  roll 
out  similar  maps  for  at  least  10  other  U.S. 
cities.  “With  tools  like  that,”  Pavlik  said, 
“[newspapers]  will  be  able  to  create 
incredibly  powerful  localization  for  sto¬ 
ries.  and  3-D  visualizations  for  stories.” 

He  argued  that  the  creation  of  self-gener¬ 
ated  informational  databases  is  in  itself  not 
a  priority,  especially  when  considering  how 
many  nonprofit  and  governmental  databas¬ 
es  already  exist  online.  But  Pavlik  does 
hope  to  see  the  development  of  software 
tools  that  would  aid  IcKal  news  providers  in 
accessing  existing  databases.  ■ 
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January  23-28,  2000,  Fontainebleau  Hilton,  Miami  Beach 
Fresh  Ideas  in  Pre-Press  I  Health  &  Safety  I  Post-Press  I  Press  &  Materials 


INGREDIENTS;  ELECTRONIC  INK  • 
SUPPLIER  ALLIANCES  ■  DIGITAL 
WORKFLOW  •  50-INCH  WEB  •  IMAGE 
QUALITY  •  ADDRESS-SPECIFIC 
DELIVERY  •  WORKPLACE  HAZARD 
EVALUATION  •  MEASURING  COLOR  • 
DIGITAL  ASSET  MANAGEMENT  • 
WORKFORCE  HIRING  AND 
RETENTION  •  VISUAL  ERGONOMICS 
IN  THE  WORKPLACE  •  EMERGING 
TECHNOLOGIES -PRE-PRINT 


ADVERTISING  OUTLOOK  -  SAFETY 


INCENTIVE  PROGRAMS 


You  Can  Have  Your  Pick! 

Maximum  Leverage: 

Information  tools  you  can  use 

Featuring  Jeff  Papows,  CEO,  Lotus  Development  Corporation 


Reducing  the  Web:  From  soup  to  nuts 

Everything  you  need  to  know  about  narrowing  your  page 


Electronic  Ink: 

A  new  technology  becomes  reality! 

See  the  future  with  E  Ink  and  Xerox/PARC 


The  Right  Staff 

How  to  find  employees... a/?cf  keep  them! 


REGISTER  ONLINE!  Www.naa.org/conferences/super2000/ 

or  call  (703)  902-1766  ^ 


mediainfQ.CQm 


’Tis  the  season  for  gift  reviews 

INTERNET  SOLUTIONS  FOR  DISCOVERING  —  AND  COVERING  — 

THE  PERFECT  BUYS  FOR  THE  HOLIDAY  SEASON  BY  CHARLES  BOWEN 


You  know  it’s  the  holiday 
season  when  your  editor 
hands  you  his  own  wish  list, 
topped  by  a  perennial  fav¬ 
orite  of  the  season:  a  list  of 
what’s  hot  and  what’s  not  for  gift-giving 
this  year.  Since  this  isn’t  your  first  Christ¬ 
mas  in  the  newsroom,  you  know  the  drill: 
Hit  the  newspaper  archives  for  recent 
product  reviews.  Drop  by  the  newsstand 
and  pick  up  a  few  consumer  magazines. 
Talk  to  your  kids  and  spouse.  Call  your 
Uncle  Joe,  who  always  seems  to  grab  the 
coolest  toys  of  the  year. 

And  now  the  Web  can  help,  too,  by  pro¬ 
viding  you  with  unsolicited  reviews  — 
pro  and  con  —  by  people  who  have  actu¬ 
ally  bought  the  products  you  want  to  tell 
your  readers  about.  A  site  called  Con- 
sumerREVIEW  maintains  a  searchable 
database  of  more  than  I  OO.tKX)  reviews  of 
some  22,000  products,  ranging  from 
audio  equipment  to  automobiles  to  com¬ 
puters  to  vacation  packages  at  ski  resorts. 

Why  should  you  care?  Many  of  these 
reviews  have  an  uncanny  ability  to  zero  in 
on  the  features  and  services  of  products  that 
buyers  would  be  interested  in  knowing.  In 
other  words,  it’s  just  the  sort  of  parentheti¬ 
cal  information  that  can  give  greater  depth 
to  what  is  usually  a  routine  story. 

At  http://www.consumerreview.com. 


click  on  a  hyperlink  in  any  of  three  broad 
categories: 

•  Visit  Our  Communities.  That  is, 
sites  devoted  to  product  reviews,  classi¬ 
fieds,  and  discussion  on  related  topics.  At 
this  writing,  the  communities  included 
those  devoted  to  audio  equipment,  cars, 
computing,  music,  photography,  and  video 
games,  as  well  as  outdoor  activities  such 
as  fishing,  golf,  skiing,  and  snowboarding. 

•  Research  and  Review  All  Products. 
Links  here  go  to  specific  products,  such  as 
automobiles  and  accessories,  baby  gear, 
computers,  electronics,  sporting  goods, 
and  video  games. 

•  Top  Product  Picks.  Here  are  direct 
links  to  some  of  the  more  frequently  read 
reviews  on  topics  as  diverse  as  digital 
cameras,  DVD  players,  and  sleeping  bags. 
In  each  case,  the  resulting  screen  provides 
additional  hyperlinked  product  names  and 
usually  a  data-entry  box  where  you  can 
specify  a  keyword  or  phrase  to  Jump 
ahead  in  your  searching. 

Ultimately,  the  site  lists  products  that 
match  your  specifications  and  a  designation 
for  the  number  of  reviews  as  well  as  the 
prcxluct’s  overall  rating.  Click  on  a  product 
name  to  see  the  actual  consumer  responses. 
Some  have  more  information  than  others, 
with  highlighted  entries  on  strengths  and 
weaknesses,  similarity  to  other  products. 


and  customer  service.  Some  reviews  of  dig¬ 
ital  cameras  even  incorporate  samples  of 
the  product’s  output. 

Other  sites  that  might  be  of  use  to  you 
in  reviewing  products: 

IProductopia  (http://www.productopia 
.com)  has  an  editorial  staff  that  pro¬ 
duces  free,  objective,  third-party  reviews 
of  products  in  various  merchandise  cate¬ 
gories,  including  appliances,  beauty, 
sports,  and  tools.  Besides  being  visually 
pleasing,  the  site  has  summaries  of 
reviews,  an  asset  for  hurried,  harried  Jour¬ 
nalists  on  a  deadline. 

2  If  you  want  to  suggest  a  site  your  read¬ 
ers  can  easily  u.se  to  do  their  own  buy¬ 
ing  research,  recommend  the  Active 
Buyer’s  Guide  (http://www.activebuyers 
guide.com),  which  uses  a  form  of  artificial 
intelligence  to  guide  consumers  to  the  best 
fit  for  products.  It  also  can  be  a  useful 
research  tool  for  coming  up  with  examples 
in  those  gift-buying  stories. 

3Epinions  (http:.//www.epinions.com)  in¬ 
vites  buyers  to  review  everything  from 
books  to  music  to  cruises  to  golf  courses.  In 
turn,  readers  are  invited  to  rate  reviewers  on 
their  credibility  and  the  usefulness  of  their 
remarks.  And.  unlike  other  Web  sites,  this 
one  actually  has  a  financial  incentive  for 
reviewers,  who  are  paid  1  to  3  cents  each 
time  a  user  clicks  on  their  work.  ■ 


What  do  they  know 
that  you  don’t? 


•  The  New  York  Times 

•  The  Boston  Globe 

•  The  Dallas  Morning  News 

•  San  Francisco  Gate 


•  The  Irish  Times 

•  San  Jose  Mercury  News 

•  St.  Louis  Post-Dispatch 

•  New  York  Post 


•  The  San  Diego  Union-Tribune 

•  The  Kansas  City  Star 

•  The  Miami  Herald 

•  The  Baltimore  Sun 


They  can  experience  superior,  and  true,  branding  of  their  sports  sections... avoid  additional  personnel.. .computer  and 
programming  costs... gain  100%  of  ad  revenue  generated  on  these  pages... and  work  with  the  premiere  real-time  sports  wire  service  in 
the  nation.  You  need  our  number  -  (21 5)  942-7890.  Call  now,  ask  for  sales  and  newspaper  branding  -  then  get  your  name  on  this  page. 


SpoRTS^JeriuomrSv! 


Branded  Sales:  (215)  942-7890 
www.sportsnetwork.com 
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Scary  airplane 
advertisement 
breaks  through 
industry  taboo 

AIRBUS  DEFENDS  ADS  IN  WSJ  AND 
FINANCIAL  TIMES:  ‘WE’RE  CERTAINLY  NOT 
TRYING  TO  INSPIRE  FEAR’  BY  JOE  NICHOLSON 

European  airplane  maker’s 
controversial  newspaper  ad 
has  broken  an  industry  taboo 
by  suggesting  competitor 
planes  (apparently  referring 
to  Boeing,  the  world’s  only  other  maker 
of  large  commercial  passenger  jets)  are 
more  likely  to  crash. 

The  Airbus  Industrie  ad.  which  has 
been  published  in  the  Financial  Times 
and  The  Wall  Street  Journal  European 
and  Asian  editions,  as  well  as  several 
magazines,  involves  large  stakes  because 
the  European  consortium  has  recently 
been  grabbing  many  of  the  traditional 
customers  of  the  Seattle-based  Boeing 
Co.,  whose  nearly  $27  billion  in  over¬ 
seas  sales  last  year  made  it  America’s 
largest  exporter. 

The  Airbus  ad  shows  a  view  looking 
up  from  foam-topped  ocean  waves  to  a 
plane  flying  into  a  black  sky.  Airbus  con¬ 
trasts  its  four-engine  planes  with  two- 
engine  planes,  with  copy  in  the  ad 
saying:  “If  you’re  over  the  middle  of  the 
Pacific,  you  want  to  be  in  the  middle  of 
four  engines  ...  four  has  got  to  be  better 
than  two.” 

Boeing  Co.  executives,  who  also  have 
been  distracted  by  the  fatal  crash  of 
Egyptair’s  Boeing  767,  are  said  to  be 
outraged  over  the  ad’s  claim  that  Air¬ 
bus’  four-engine  plane  “means  greater 
reliability”  along  with  its  warning, 

“Something  to  bear  in  mind,  next  time 
you’re  flying  41,000  feet  above  the 
Pacific.” 

A  top  Boeing  executive  complained 
during  a  conversation  with  David  North, 


Airbus  ad  shows  transoceanic  airplane  headed  into  a  black  sky 
and  contrasts  its  four-engine  plane  with  a  two-engine  plane: 


“You  want  to  be  in  the  middle  of  four  engines  ...  four  has  got  to 
be  better  than  two.”  However,  Airbus  spokesman  Michel  Guer- 
ard  insists,  “We’re  certainly  not  trying  to  inspire  fear.” 

landed  with  only  one  engine,  he  added. 

“If  every  airline  started  accusing  every 
other  airline  on  their  safety  record,  they 
would  all  lose,”  said  North,  who  didn’t 
expect  Boeing  to  respond  with  its  own 
attack  ads. 

After  dominating  commercial  aviation 
for  almost  half  a  century,  Boeing  has 
been  outsold  so  far  this  year  by  Airbus  at 
a  rate  of  more  than  2-to-l,  raising  con¬ 
cern  about  trade  tensions  between  Wash¬ 
ington  and  the  European  Union. 

Airbus  spokesman  Michel  Guerard 
told  The  Wall  Street  Journal,  which 
reported  on  the  ad  that  has  been  running 
in  some  of  its  editions,  that  the  ad  was 
“not  about  safety,”  insisting,  “We’re  cer¬ 
tainly  not  trying  to  inspire  fear.” 

In  fact,  Guerard  said  Airbus  was 
proud  of  the  ad:  “If  there  were  an  award 
for  impact  in  aviation  advertising,  this 
would  win  it.”  ■ 


editor  in  chief  of  Avia¬ 
tion  Week  &  Space 
Technology  magazine, 
that  he  was  “quite 
unhappy”  about  the 
ad.  North  told  E&P. 

Airplane  makers 
and  airlines  histori¬ 
cally  have  shunned 
ads  that  might  “raise 
that  [crash]  specter,” 
said  North. 

Observers  wonder 
whether  the  airline 
industry  will  follow 
the  path  of  politicians 
whose  competing 
attack  ads  went  through  years  of  increas¬ 
ing  ferocity  until  a  recent  lull  after  the 
public  tired  of  them. 

“The  U.S.  sense  of  advertising  is  dif¬ 
ferent  from  the  European  sense  of  adver¬ 
tising,  and  my  sense  is  that  [the]  ad  was 
not  approved  by  [Airbus’  American  exec¬ 
utives],”  said  North. 

The  ad  was  created  by  Havas  Advertis¬ 
ing’s  Euro-RSCG,  which  did  not  respond 
to  repeated  requests  for  a  copy  of  the  ad. 
The  ad  shown  here  was  obtained  from 
another  source. 

A  former  U.S.  Navy  and  PanAm  pilot. 
North  said  he  never  had  an  engine  break 
down  and  that  he  doubted  the  four 
engines  of  Airbus’  planes  make  them 
measurably  safer  than  two-engine 
transoceanic  planes. 

While  no  pilot  would  choose  to  fly  a 
passenger  Jet  with  only  one  engine,  two- 
engine  commercial  jets  can  be  flown  and 
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Marketing  executive  pitches 
‘creative  packaging’  as  draw 

ONE  WAY  TO  BOOST  NEWSPAPERS’  SHARE  OF  ONLINE  ADS  BY  KEVIN  FEATHERLY 


nationwide  and  onto  billboards  in  six  tar-  the  radio  this  quarter.  Moving  forward,  I 

geted  cities.  The  ad  creative  and  media  will  be  looking  for  some  different  oppor- 

buying  was  done  by  New  York-based  Grey  tunities  in  some  specific  markets,  and  so 
Advertising.  I  probably  will  be  focusing  on  some  local 

_  media  there,  which  would  include  news- 

l^eomhanu  the  campaign,  dunng  which  the  com- 

P^"y  expects  to  spend  $  1 5  million  to 
target  potential  registered  users  dur- 
ing  the  year  20{X).  Is  there  a  lesson 
here  for  newspapers?  Is  there  some- 

more  attractive  to  an  ad  buyer  such  as 
Cathy  Greenler?  She  thinks  so. 

answer,”  she  said.  “I  might  do  a  print  buy 

)labblabb^^,^j.^ioK(3yibl^y^'^^yJLgtXHt>otitM  there’s  some  promotion  directed  at  my 

‘yp*"  value-add  that  is  really 
beyond  the  simple  placement,  where  the 
advertising  rep  tries  to  get  very  creative 

..a  .  a„ 

-o  r°^°^^^e„,ce  ,n  a  .yen  ...e 

j  subscription,  to  the  newspaper,”  she  said. 
If  newspapers  hold  events  such  as  a 
political  debate  or  business-discussion 
forum,  she  suggested  they  could  allow  her 
site  to  publicly  sponsor  the  event  as  part  of 
the  advertising  package.  Perhaps  a  news¬ 
paper  could  conduct  an  online  poll  that 
asks  users  for  information  Individual.com 
might  find  useful  in  its  marketing.  She 
admitted  it  is  easier  to  get  radio  stations  to 
go  along  with  such  deals  than  it  is  newspa¬ 
pers,  which  often  react  to  such  notions 
derisively.  “It's  the  old  church-and-state 
issue,”  she  said.  “It's  an  issue  that  I  think 
everyhMxIy  needs  to  be  dealing  with.”  ■ 


As  a  collective  advertising 
medium,  newspapers  re¬ 
putedly  rank  No.  1  in  terms 
of  ad  believability.  Mean¬ 
while,  according  to  a  1996 
survey  by  Gannett  Co.  Inc.,  newspapers 
nationwide  are  the  primary  source  for 
consumers  seeking  information  on  prod¬ 
ucts  and  services  such  as  entertainment, 
real  estate,  and  used  cars. 

Great.  So,  why,  given  the  high-profile 
dot-com  company  ad  blitzes  currently  J 
under  way  across  the  nation,  is  a  smaller  jl 
percentage  of  fresh  dot-com  ad  booty  K 
flowing  to  newspapers?  (Online  advertis-  h 
ing  revenue  for  spot  TV  in  the  first  half  of  I 

this  year  exceeded  $64  million  _ | 

while  the  total  for  newspapers  dur-  febblcibb^ 

.u  ’  f  .  •  ,u  irtabWah 

mg  the  year  s  first  six  months  was 
just  under  $40  million,  a  jump  of  Hahblab' 
659%  over  the  same  year-earlier 
period,  according  to  Competitive 
Media  Reporting.) 

If  the  experience  of  Kathy  Green-  pjitHgW 
ler,  vice  president  of  marketing  at 
Burlington.Mass.-based  Individual.  Loioi 
com,  is  any  indication,  the  reason  is 
because  newspapers  are  not  offering  ylm 
up  the  right  deals. 

The  way  things  generally  work  right 
now,  newspapers  are  simply  not  as 
good  a  buy  for  a  company  like  hers,  g 
which  is  trying  to  bolt  out  of  the  blocks  » 
into  the  collective  consciousness  of  the 
business  community  —  her  Web  site’s  psh 
core  audience. 

“It’s  not  that  I  don’t  like  newspa- 
pers,  because  I  really  do,”  said  Green-  flH 
ler.  “1  read  them  every  single 
morning.  It’s  just  there’s  a  lot  of  pressure 
to  get  the  word  out  to  as  many  people  as 
possible  and  to  cite  a  measurable  action 
on  your  Web  site.  And  that  forces  you  to 
be  very  creative  and  go  for  media  that 
have  a  quick  response.” 

Greenler  declined  to  say  what  percent¬ 
age  of  her  personalized-news  Web  site’s 
$4-million  “Blah-blah”  ad  campaign’s  bud¬ 
get  is  flowing  to  newspapers.  But  she 
acknowledged  it  is  a  fraction  of  her  over-all 
expenditure  for  the  final  quarter  of  1999; 
most  of  the  rest  is  going  to  radio  stations 
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Ads  are  being  placed  in 
only  two  newspapers.  USA  Today  and  The 
Wall  Street  Journal,  during  the  cam¬ 
paign's  current  phase.  TV,  meanwhile,  is 
too  expensive  and  not  targeted  enough  at 
business  people,  she  said.  No  money  is 
going  there. 

“[Placement]  really  depends  on  the 
reach  and  frequency  in  the  deals  I  can 
get,”  Greenler  said.  “I  can  get  more  reach 
and  frequency  and  better  cost  rates  with 
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ScreamingMedia  making  lots 
of  noise  in  Web  syndication 

THE  NEW  YORK-BASED  COMPANY  HAS  A  NEW  CEO,  NEW  OFFICE,  NEW  EQUITY 
FUNDING,  AND  MANY  NEW  CONTENT  PROVIDERS  AND  CLIENTS  BY  DAVE  ASTOR 


ew  CEO.  New  office. 

New  media.  A  Web  syn¬ 
dicate  with  a  catchy 
name  is  in  the  “News” 
these  days  as  demand 
for  content  grows  across  the  Internet. 

“The  marketplace  is  exploding  ” 
said  ScreamingMedia  founder  Alan 
Ellman. 

Since  late  last  year,  the  company 
(http://www.screamingmedia.net) 
has  grown  from  10  employees  and 
20  Web  site  clients  to  more  than 
100  employees  and  nearly  300 
clients.  It  also  recently  secured  $30 
million  in  equity  funding,  moved 
into  a  sprawling  office  on  Manhat¬ 
tan’s  far  West  Side,  and  appointed 
Kevin  Clark  as  CEO.  He’s  an  entre¬ 
preneur  who  was  chairman/CEO  of  the 
PoppeTyson  interactive  marketing 
agency. 

Ellman,  36,  founded  ScreamingMedia 
in  1993  as  Interactive  Connection,  a  mul¬ 
tipurpose  Internet  services  company.  It 
made  its  first  big  syndication  splash  in 
1996,  when  it  delivered  content  about 
Atlanta’s  Summer  Olympics  to  AT&T’s 
Web  site. 

Now,  ScreamingMedia  takes  material 
from  more  than  200  content  providers  — 
including  the  New  York  Times  Syndicate 
(NYTS),  The  Associated  Press,  various 
Knight  Ridder  newspapers,  and  new- 


The  home  page  of  a  company  that’s  found  a 
home  in  Web  syndication. 


media  publishers  —  and  distributes  it  to 
Web  sites  in  a  format  that  makes  the  mate¬ 
rial  look  like  part  of  the  sites.  Clients 
include  many  business  sites,  a  few  media 
sites,  and  others. 

“We  deliver  what  they  need,  when  they 
want  it.  how  they  want  it,”  said  Clark. 

Vice  President  of  Sales  Sean  Morgan 
said  ScreamingMedia’s  filtering  technolo¬ 
gy  sifts  through  thousands  of  articles  a 
day  to  find  the  ones  appropriate  for  each 
client  site. 

President/Editor  in  Chief  Gloria  Brown 
Anderson  of  NYTS,  which  has  had  a  rela¬ 
tionship  with  ScreamingMedia  since 


Yes, Virginia,  there  is  a  Santa  Claus  column 


If  you  were  to  make  a  list  of  potential 
celebrity  columnists  —  and  check  it 
twice  —  you  might  go  to  town  with 
Santa  Claus. 

Which  is  what  Universal  Press  Syndi¬ 
cate  will  do  until  Dec.  23.  It’s  offering  a 
daily  2()0-word  “Santa’s  Comer”  col¬ 
umn  free  to  newspapers  and  online  out¬ 
lets  that  download  it  from  Universal’s 
Web  site  (http://www.uexpress.com). 

Santa  couldn’t  be  reached  for  com¬ 
ment,  but  Universal  quoted  him  describ¬ 
ing  his  column:  “It’s  mostly  my  ram- 
blings  about  how  I  feel  about  Christmas 


and  my  job.  I  want  to  give  people  some 
insights  into  what  it’s  like  to  be  me.” 

Is  this  some  kind  of  snow  job?  Is 
Saint  Nick  really  putting  his  words  into 
(extremely)  cold  type?  “Santa  is  very 
busy  this  time  of  year,  so  some  of  the 
column  will  be  ghostwritten,”  admitted 
Universal  Director  of  Communications 
Kathie  Kerr.  Aha!  So  Santa’s  reindeer 
are  actually  penning  the  feature?  Well, 
no.  According  to  Kerr,  the  authors  are 
Universal  staffers  and  creators. 

Delivery  via  chimney  is  not  avail¬ 
able.  —  Dave  Astor 


1995,  said  one  thing  that  impresses 
her  about  the  Web  syndicator  is  its 
"technological  expertise.” 

ScreamingMedia,  which  makes 
more  than  a  million  articles  from  its 
various  content  providers  available 
each  month,  charges  sites  based  on 
the  number  of  articles  they  use;  the 
average  monthly  fee  is  about  $1,500 
a  client.  Content  providers  receive  a 
royalty  fee  for  every  placement. 

Clark,  39,  noted  that  a  major  rea¬ 
son  why  business-to-business  sites 
want  syndicated  content  is  that  it 
helps  them  retain  visitors  —  which 
can  lead  to  more  e-commerce  oppor¬ 
tunities.  “It’s  all  about  stickiness,” 
agreed  Ellman. 

Clients  can  also  be  providers.  “We 
take  their  content  and  deliver  it  to  other 
clients,”  said  Ellman.  “It  creates  revenue 
for  them.” 

ScreamingMedia,  whose  chairman  is 
Jay  Chiat  of  advertising  renown,  is  in  a 
Web  distribution  category  that  also 
includes  3-year-old  iSyndicate.  But  there 
are  significant  differences  between 
the  two  companies. 

For  instance,  ScreamingMedia 
charges  for  all  the  articles  it  sells, 
while  iSyndicate  uses  various  fee 
models.  Some  clients  are  charged, 
some  share  in  ad  revenues,  and 
many  get  free  headlines  and  other 
material  that  link  back  to  the  con¬ 
tent  provider's  site. 

iSyndicate  President/CEO  Joel 
Maske  said  this  multimodel 
approach  has  helped  his  firm 
amass  more  than  146,000  clients  to 
go  along  with  570-plus  content 
providers.  He  noted  that  clients 
(many  of  them  small)  receiving 
free  content  are  willing  to  accept 
the  tradeoff  of  visitors  linking 
away  from  their  sites,  while  paid 
iSyndicate  clients  can  get  “fully 
integrated”  content  that  helps  them 
retain  visitors. 

ScreamingMedia  said  its  model 
helps  all  of  its  client  sites  keep 
their  traffic.  ■ 
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syndicales 


Columnist/editor  joins 
Knight  Bidder  package 

A  weekly  column  by  The  Charlotte 
(N.C.)  Observer  fea¬ 
tures  editor  Mary 
Curtis  has  been 
added  to  the  “New 
Voices”  package  of¬ 
fered  by  Knight  Rid- 
der/Tribune  Informa¬ 
tion  Services. 

Curtis  —  who  also 
has  worked  for  The 
Associated  Press  and 
papers  such  as  The 
New  York  Times  —  discusses  topics  such 
as  family,  religion,  education,  and  pop 
culture. 

Former  Bush  counsei 
writing  LATS  column 

C.  Boyden  Gray,  former  counsel  to 
President  George  Bush,  is  writing  a  week¬ 
ly  column  for  the  Los  Angeles  Times 
Syndicate. 

His  topics  include  the  clash  of  interests 
among  politicians,  bureaucrats,  and  media 
commentators. 

Douhle-duty  cartoonist 
getting  more  Universal 

Universal  Press  Syndicate,  which  dis¬ 
tributes  “The  Duplex”  comic  by  Glenn 
McCoy,  is  now  also  distributing  McCoy’s 
award-winning  Belleville  (Ill.)  News- 
Democrat  editorial  cartoons. 

Columnist  authoring 
‘BookTalk’  for  United 

United  Feature  Syndicate  is  offering 
“BookTalk.”  a  column  in  which  best-sell¬ 
ing  authors  respond  to  readers’  questions. 
David  Knight’s  weekly  feature,  which 


Mary  Curtis 


has  been  in  the  Los  Angeles  Daily  News 
since  early  1998,  also  provides  readers 
with  a  four-digit  code  that  they  can  use  to 
hear  authors  on  the  telephone. 

Fischetti  Award  goes  to 
WPWG’s  Nick  Anderson 

Nick  Anderson  has  won  the  Fischetti 
Award  for  an  editorial  cartoon  satirizing 
Jerry  Falwell’s  attitude  about  homosexu¬ 
ality.  Anderson  is  with  The  Courier-Jour¬ 
nal,  Louisville,  Ky.,  and  the  Washington 
Post  Writers  Group. 

King  promotes  Caruso 
to  vice  president  post 

Frank  Caruso  has  been  promoted  to 
vice  president,  cre¬ 
ative,  at  King  Fea¬ 
tures  Syndicate. 

Caruso  joined 
King  in  1987  as  art 
director  and  was  later 
promoted  to  creative 
director,  licensing. 
He  was  responsible 
for,  among  other 
things,  creative  su¬ 
pervision  of  all  King 
properties  in  Toon  Lagoon  at  Universal 
Studios’  new  Islands  of  Adventure  in 
Orlando,  Fla. 

Military-affairs  writer 
Harry  Summers  dies 

Lt.  Col.  Harry  Summers,  a  military- 
affairs  columnist  for  the  Los  Angeles 
Times  Syndicate,  has  died  at  the  age  of  67. 

Summers  —  a  decorated  veteran  of  the 
Korean  and  Vietnam  wars  who  was  twice 
wounded  in  action  —  also  worked  as  an 
author,  editor  of  Vietnam  magazine,  ana¬ 
lyst  for  NBC  News,  and  more. 


Frank  Caruso 


Columnist  Jack  Germond  of  The 
Baltimore  Sun  and  Tribune  Media  Ser¬ 
vices  (TMS)  has  written  a  memoir 
called  “Fat  Man  in  a  Middle  Seat;  Forty 
Years  of  Covering  Politics”  for  Random 
House.  ...  “Off  the  Mark”  cartoonist 
Mark  Parisi  of  Atlantic  Feature  Syndi¬ 
cate  (http://www.offthemark.com)  has 
a  new  comic  collection.  ...  “Jump 
Start”  creator  Robb  Armstrong  of  Unit¬ 
ed  Feature  Syndicate  (UFS)  did  a 
recent  sequence  that  focused  on  an  acci¬ 


dent  survivor  coming  to  terms  with 
being  paralyzed. ...  “Luann”  cartoonist 
Greg  Evans  of  UFS  is  doing  this  year’s 
Newspaper  Enterprise  Association 
holiday  comic  strip.  The  three-week 
sequence,  which  looks  at  Christmas 
from  the  perspective  of  Luann’s  dog, 
begins  Dec.  6.  ...  The  Ohio  State  Uni¬ 
versity  Cartoon  Research  Library 
(cartoons@osu.edu)  is  inviting  each 
member  of  the  National  Cartoonists 
Society  and  Association  of  American 


Robert  Gill  did  local 
comic  for  26  years 

Robert  Gill,  an  educator  who  did  the 
daily  “Sugar”  comic  for  The  Grand 
Rapids  (Mich.)  Press  for  26  years,  has 
died  of  cancer  at  the  age  of  64. 

“It  was  a  labor  of  love  and  incredible 
commitment,”  Press  Editor  Mike  Lloyd 
told  E&P,  referring  to  how  long  Gill  did 
“Sugar”  despite  not  achieving  his  dream 
of  syndication.  “Bob  saw  a  need  for 
African-American  faces  in  the  comics, 
and  he  was  going  to  make  it  happen.” 

Chemotherapy  for 
‘Peanuts’  cartoonist 

“Peanuts”  creator  Charles  Schulz,  diag¬ 
nosed  with  colon  cancer  last  month,  has 
been  undergoing  chemotherapy  at  Santa 
Rosa  Memorial  Hospital. 

The  cancer  was  discovered  after 
Schulz,  77,  entered  the  California  hospital 
Nov.  16  for  emergency  surgery  to  clear  a 
blocked  abdominal  aorta  (E&P,  Nov.  20, 
p.  30,  and  Nov.  27,  p.  29).  There  were 
reports  as  this  issue  went  to  press  that 
Schulz  was  about  to  be  released  from  the 
hospital,  after  which  he  would  continue 
the  chemotherapy  on  an  outpatient  basis. 
But  there  was  still  no  public  indication  of 
how  early  the  cancer  was  caught. 

United  Media,  which  syndicates 
“Peanuts”  to  more  than  2,600  newspapers, 
will  distribute  repeats  if  original  strips  run 
out  before  Schulz  goes  back  to  work. 
United  Vice  President  of  Corporate  Com¬ 
munications  Diane  Iselin  said  Scbulz  has 
sketched  some  of  his  characters  in  the 
hospital,  but  not  worked  on  actual  comics. 

Get-well  cards?  “He  has  received  too 
many  to  count,”  said  Iselin.  "They  just 
keep  coming  and  coming.” 

—  Dave  Astor 


Editorial  Cartoonists  to  nominate  10 
historical  and  10  contemporary  “virtu¬ 
oso  cartoonists.”  The  results  will  help 
determine  speakers  and  exhibitions  at 
the  library’s  seventh  triennial  cartoon 
festival  in  the  fall  of  2001 ....  Gregory 
Shulas  of  the  University  of  Delaware’s 
The  Review  newspaper  finished  first  in 
the  “Reporter  of  the  Year”  competition 
held  by  Associated  College  Press  and 
the  TMS  Campus  Web  news  wire 
(http://www.tmscampus.com). 
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Publishers  pool  production 

SHARED  INVESTMENTS  MAKE  NEWER  EQUIPMENT  AFFORDABLE  JIM  ROSENBERG 

perating  efficiencies  are  soud,  LANG  vice  president  and  chief  which  it  can  support  local  sites  as  needed, 
among  the  objectives  of  the  financial  officer,  it  will  replace  the  Donrey  “We  haven’t  reduced  the  [number  of] 
clusters  created  by  such  papers’  Baseview  Products  systems  and  the  sales  positions,”  said  Bressoud,  adding  that 

chains  as  Thomson  News-  Sun's  Atex  system.  some  call  takers  now  work  as  call  makers  in 

papers,  the  Journal  Register  “We’re  looking  to  where  we  have  the  telemarketing.  Most  savings  accrue  from 
Co.,  and  MediaNews Group  Inc.  most  ...  to  gain  first,”  said  Bressoud,  add-  reduced  hardware,  software,  and  support 

From  front-end  systems  to  back-shop  ing  that  Donrey ’s  Daily  Facts  eventually  costs.  Bressoud  singled  out  maintenance  as 

machinery,  large  and  small  newspapers  un-  will  join  the  system  by  connecting  to  Gan-  a  big  ongoing  cost  (especially  on  older  sys- 

der  separate  independent  or  group  owner-  nett’s  nearby  Sun,  and  that  Lompoc  will  terns  like  the  Daily  Mens'  former  CSI  front 

ship  are  discovering  what  these 
large  chains  of  mostly  small  to  mid¬ 
size  papers  already  know:  Nearby 
titles  benefit  by  joining  forces, 
whether  merely  sharing  a  print  site 
or  more  thoroughly  integrating  their 
business  operations. 

Efficiencies  and  savings  justify 
for  clusters  the  costs  of  systems  that 
might  otherwise  be  out  of  reach  for 
most  individual  sites  —  for  example,  com-  likely  be  the  last  to  hook  up  to  the  group.  end)  that  would  have  been  multiplied  by  the 
puter-to-plate  output  at  Thomson  sites  in  The  size  of  the  job  and  the  need  to  deal  number  of  formerly  separate  sites, 
three  states  (E&P,  June  13,  1998,  p.  32;  with  Y2K  issues  pushed  the  rollout  into  Pagination  will  be  LANG’s  next  hurdle. 
Feb.  13,  1999,  p.  38).  2000.  Beginning  some  time  in  February,  Three  sites  that  have  been  paginating  with 

Illustrating  how  resources  are  enriched  after  MIS  staffers  have  caught  their  breath,  SII’s  older  Interactive  Classified  and  News 

while  costs  are  cut.  two  very  different  and  said  Bressoud,  the  Systeni/77  will  see  a  Layout  products  (one  also  has  Digital  Tech- 

distant  operations  nevertheless  have  more  in  “fairly  rapid  deploymenf  ’  groupwide.  nology  International  software),  will  be  able 

common  than  just  production  cost-sharing:  Some  group  papers’  history  with  SlI.  he  to  do  so  for  other  sites  as  the  System/77 

Each  confronts  a  very  large  daily  that  also  said,  “had  a  lot  to  do”  with  the  choice  of  its  grows.  But  LANG  is  looking  at  newer  prod¬ 
owns  smaller  area  publications.  System/77.  Costs  of  extending  it  to  all  ucts,  including  SII’s  Coyote  Layout. 

The  Los  Angeles  Newspaper  Group  LANG  sites  include  the  purchase  of  extra  In  contrast  to  LANG,  which  brings  to- 

(LANG)  consists  of  four  Donrey  Media  SII  Coyote  client  software  licenses,  addi-  gether  large  and  small  chain-owned  proper- 

Group  dailies  stretching  from  The  Lompoc  tional  PCs  and  related  software,  local  net-  ties  that  surround  the  core  of  a  huge  metro 

Record,  in  Santa  Barbara  County,  to  the  works,  and  connections  to  servers  in  West  market  dominated  by  a  single  daily.  Premier 

Redlands  Daily  Facts,  in  San  Bernardino  Covina.  Because  MediaNews  bought  the  Printing  of  Central  Ohio  will  produce  five 

County;  five  MediaNews  Group  titles  in  Los  basic  system  before  the  cluster  grew,  “there  small,  privately  owned  community  dailies 

Angeles  County;  and  Gannett  Co.’s  San  is  no  cash  transferring  back  and  forth,”  sitting  between  two  big  dailies’  markets  — 

Bernardino  daily.  The  Sun.  Each  chain  owns  Bressoud  said.  Beyond  installation,  he  con-  a  state  capital  and  an  industrial  port, 

a  portion  of  MediaNews-managed  LANG.  tinned,  “any  normal  operating  costs  are  Each  publishing  fewer  than  10,()(X) 

(Their  common  competitor,  the  Los  An-  allocable”  to  the  sites.  copies  from  the  seats  of  five  contigu- 

geles  Times,  partners  with  LANG  in  deliv-  While  that’s  “a  negotiating  point  among  ous  Ohio  counties,  the  papers’  four 
ering  preprinted  ads,  and  its  Times  Mirror  the  partners,”  Bressoud  added,  “it’s  very  owners  are  equal  partners  in  Premier 

Co.  parent  even  bought  a  stake  of  undis-  much  a  cash-positive  for  any  new  entity  not  Printing,  a  separate  commercial  print- 

closed  size  in  MediaNews  owner  Garden  to  have  to  pay  for  a  new  [full]  system.”  ing  business  for  which  they  are  erect- 

State  Newspapers.)  Moreover,  the  ability  to  share  a  high-end  ing  a  $7-million.  52.()()0-square-foot 

Early  last  year,  MediaNews  bought  a  big  news  or  ad  system,  he  said,  "far  outweighs  plant  in  Marysville  (E&P,  Nov.  1, 

ServerNet  System/77  editorial  and  adver-  any  issues  of  training”  on  that  new  sy.stem.  1997,  p.  28),  where  the  first  cus- 
tising  .system  from  System  Integrators  Inc.  The  benefits,  however,  stretch  further:  tomers  will  be  their  own  dailies. 

(SII)  to  upgrade  .some  System/55  sites  and  advertisers  can  buy  the  whole  group  from  The  12-  to  20-page  community 
replace  other  systems.  Centralized  at  the  one  site;  telemarketers  can  cross-sell  titles;  papers’  bigger  metro  competitors  for 

San  Gabriel  Valley  Tribune  in  West  Covina,  in  the  event  of  problems,  any  site  can  back  years  have  produced  ample  high- 

the  system  also  serves  the  Pasadena  Star-  up  any  or  all  others;  incoming  calls  can  be  quality  color  —  ever-expanding  off- 

News  and  The  Whittier  Daily  News',  is  now  rerouted  from  higher-  to  lower-traffic  sites;  set  at  The  Columbus  Dispatch  and 

coming  up  at  the  Los  Angeles  Daily  News  personnel  can  be  deployed  more  efficient-  tlexo  at  The  Blade  in  Toledo.  Premier 

in  Woodland  Hills;  and  will  do  the  same  ly;  the  single  system  on  centralized  Tan-  Printing  expects  to  bring  new  page 

next  month  at  the  Press  Telegram  in  Long  dem-Compaq  servers  requires  a  smaller  and  color  capacity  to  the  Bellefon- 

Beach.  Next  year,  according  to  Steve  Bres-  technical  staff  at  only  one  location,  from  taine  Examiner,  The  Delaware 
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Gazette,  and  the  Marysville  Journal-Tri¬ 
bune.  as  well  as  the  Kenton  Times  and  its 
sister  paper.  The  Daily  Chief-Union  in 
Upper  Sandusky  (printed  in  Kenton). 

Now  "ready  to  put  up  steel.”  according  to 
Paul  Spiers,  project  manager,  the  new  plant 
will  print  all  the  five-day  afternoon  dailies 
(with  Saturday-morning  editions)  within 
three  or  four  hours  on  a  new,  single-wide, 
one-plate-around  DGM  430  press  from 
Dauphin  Graphic  Machines  Inc..  Elizabeth- 
ville,  Pa.  It  replaces  the  papers'  older  Goss 
Community  presses  and  some  Dauphin 
units. 

To  be  installed  in  the  spring,  the  four 
four-high,  two  three-high,  and  two  two-high 
towers,  with  two  DGM  1030  folders,  will 

..onjbe.supply.sjde 

Prepress 

Digital  Technology  International, 

Springville.  Utah,  began  shipping  "limited- 
edition”  versions  of  its  PageSpeed  and  Ad- 
Speed  layout  programs  based  on  Adobe 
Systems'  InDesign  software.  With  no  con¬ 
nection  to  DT's  publishing  databases,  these 
initial  versions  were  released  to  permit  ex¬ 
isting  customers  to  begin  training  staff  and 
building  format  and  template  libraries.  They 
do  contain  such  additions  as  a  built-in 
XML-based  text  editor,  DT's  Design  Center 
to  store  article  and  ad  formats,  easily  re¬ 
usable  page  templates,  and  text  assignment 
to  formats  (with  the  computer  performing 
layout  by  matching  XML-tagged  data  with 
format  elements).  No  ship  date  has  been 
given  for  the  first  full  database  versions, 
though  DT  said  AdSpeed  5.0  will  come 
first,  followed  by  PageSpeed  5.0  and  the 
PlanBuilder,  ImageSpeed,  WireSpeed,  Pho- 
toWireSpeed.  and  SpeedDriver  products. 

Tera  S.p.A..  Milan.  Italy,  opened  a  U.S. 
office  in  Bedford,  N.H.,  to  support  its  12 
existing  North  American  customers  and 
establish  a  sales  force  in  the  market.  Tera 
products  rely  on  Microsoft  Windows  NT 
Server,  SQL  Server  database,  and  Windows 
NT/95  clients.  The  GoodNews  publishing 
system,  with  customization  and  automa¬ 
tion,  offers  sharable  layering  to  create  and 
simultaneously  edit  multiple  editions. 
Built-in  browser-ba.sed  Tark  archiving  auto¬ 
matically  links  and  archives  text,  pictures, 
and  pages.  Tera  also  offers  the  Topic  OPI 
server  and  other  components  that  it  will 
package  for  sale  as  stand-alone  products. 

Tim  Kacprowicz  was  named  managing 
director  of  Tera  U.S.,  which  will  target  the 
top  100  papers  in  the  market  and  build  its 


be  operable  as  one  or  two  presses.  As  one 
press,  it  will  be  able  to  print  16  pages  of 
process  color  and  eight  pages  of  spot  color. 

Premier  was  conceived  as  a  new  venture 
rather  than  merely  a  new  pressroom.  "We've 
never  looked  at  the  project  that  way,”  said 
Spiers.  “It’s  never  been  a  cost-saving  effort.” 
In  this  respect,  though  four  pressrooms  be¬ 
come  one.  Spiers  said  neither  the  number  of 
operators  nor  the  quantity  of  consumables 
will  change.  Certainly  both  may  increase  if 
commercial  contracts  are  inked. 

Spiers  said  the  hopes  are  to  begin  some 
printing  as  early  as  April  and  eventually 
build  the  business  sufficiently  to  keep  three 
shifts  running  the  press  around  the  clock. 

Spiers,  who  joined  the  Gazette  a  few 


technical  support  staff.  Kacprowicz  has 
worked  as  a  Konica  Graphic  Systems  prod¬ 
uct  manager,  Atex  applications  engineer, 
Gerber  Systems  senior  product  manager  for 
CTP  systems,  and  Graphic  Enterprises 
sales  and  channel  manager. 

alfa  Media  Partner,  Seligenstadt.  Ger¬ 
many,  developed  the  MediaStore  archive 
management  system  for  saving,  administer¬ 
ing.  searching,  and  extracting  text,  images, 
and  pages  in  a  company  database  via  the 
alfa  production  system  or  a 
standard  Web  browser.  Inter¬ 
faces  are  available  for  inte¬ 
grating  remote  systems. 

Formats  for  ads.  video,  and 
audio  are  planned. 

Also  new,  the  Online  Ad 
Publishing  module  enables 
automatic  preparation  and 
structuring  of  searchable 
classified  and  other  ads  for 
the  Internet,  and  allows  cus¬ 
tomers  to  create  ads  and  send  them  to  pub¬ 
lishers  for  print  and/or  online  publication. 

Output 

ECRM,  Tewksbury,  Mass.,  brought  out 
a  compact,  automatic  platesetter.  Handling 
1 20  broadsheet  page  plates  or  80  double 
trucks  per  hour  at  10(K)  dpi,  the  $99,500 
Wildcat  can  image  at  resolutions  of  up  to 
2540  dpi  for  screening  at  up  to  150  Ipi. 

The  computer-to-plate  imager  comes 
with  either  a  helium-neon  laser  for  red-sen¬ 
sitive  silver-halide  metal  plates  or  frequen¬ 
cy-doubled  YAG  laser  for  green-sensitive 
sliver-halide  or  photopolymer  plates.  Speed, 
precision,  and  repeatability  derive  from  the 
multifaceted  holographic  optical  subsystem 


years  ago  after  a  long  career  in  banking, 
noted  that  with  readers  and  advertisers  alike 
asking  for  more  from  the  papers,  consolida¬ 
tion  expands  their  capabilities  beyond  what 
each  site  alone  could  accomplish. 

A  remote  print  site  occasions  other  tech¬ 
nical  advances.  “Pagination  will  be  a  re¬ 
quirement,”  said  Spiers.  “They’re  going  to 
electronic  transmission”  to  output  page 
negatives  in  Marysville,  and  a  move  to 
computer-to-plate  imaging  is  possible  “at 
some  point,”  he  added. 

“1  think  you'll  see  more  of  this  type  of 
plant  consolidation  in  the  future.”  Dauphin 
President  Chris  Lunt  said,  citing  smaller  pa¬ 
pers’  desire  to  offer  customers  benefits  of 
the  latest  technology.  ■ 


designed  by  the  ECRM  Holotek  division. 
Plates  (1  l-by-19  inches  to  24.3-by-32.28 
inches)  feed  automatically  in  daylight  con¬ 
ditions  via  stand-alone  25-plate  cassettes  or 
an  optional  4(X)-plate  loading  system. 

Pressroom 

Wifag.  Bern,  Switzerland,  is  putting 
shaftless  technology  into  pressrooms  from 
northernmost  Denmark  and  Germany  to 
southernmost  Switzerland.  A  Wifag  OF 
370  GTD  press  will  print  a  new,  regional¬ 


ized  morning  daily  created  by  the  merger  of 
six  companies  publishing  newspapers  in 
towns  at  the  north  end  of  Jutland.  Initially, 
the  existing  press  will  be  upgraded  to  add 
capacity;  eventually,  40  shaftless  OF370 
couples  will  replace  the  older  equipment. 
Nordjyllands  Newspaper  Co.’s  press  in  Aal¬ 
borg,  printing  Denmark’s  second-oldest 
paper,  will  be  configured  in  five-full-color 
towers  over  five  two-reel,  split-arm  reel- 
tension-pasters,  with  five  Combi  turning 
bar  towers  and  two  jaw  folders.  Units  will 
have  nip  compensator  roller  sockets,  wash- 
up  devices  and  spray  dampeners. 

At  the  Danish  border,  14-paper  publisher 
Schleswig-Holsteinischer  Zeitungsverlag, 
Flensburg,  Germany,  bought  three  20- 
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couple  OF  470  GTDs  for  its  Rendsburg 
plant  after  seeing  the  first  470  nearby  at 
Denmark’s  Stavanger  Aftenblad.  Each  in¬ 
line  press  consists  of  two  eight-couple 
stacks  and  a  four-couple  unit.  They  will  sit 
over  1 1  split-arm  reelstands  and  use  1 1 
Combi  turner  bar  systems  and  three  jaw 
folders.  The  470  is  a  reversible  10-cylinder 
(two  impression  cylinders)  design  that 
accommodates  Wifag  PCU  enhancements 
for  on-the-fly  page  and  page-count  changes. 

Corriere  del  Ticino,  based  near  Lugano, 
in  Switzerland’s  Italian-speaking  region, 
added  an  OF  370  tower  to  (and  integrated 
the  controls  with)  its  Wifag  OF  9.2  press. 

Harland  Simon  Ltd.,  Milton  Keynes, 
U.K.,  H.S.  Technology  Inc..  Oak  Brook, 
Ill.,  was  awarded  pressroom  and  mailroom 
controls  contracts  by  two  big  U.S.  dailies. 
The  Commercial  Appeal  in  Memphis, 
Tenn.,  bought  a  centralized  ink  and  damp¬ 
ener  control  system  in  place  of  a  system 
supplied  with  the  paper’s  four  Goss  Metro 
pres.ses.  Four  new  Prima  consoles,  inter¬ 
faced  with  Controls  Group  digital  page 
packs  and  Ryco  spray-bar  dampeners,  use 
raster  image  processor  data  to  preset  the 
inkers  for  easier  start-up  and  lower  waste. 
The  paper  al.so  added  Prima  Esprit  press 
impositioning  software,  information  from 
which  helps  the  ad  department  with  color 
positioning  and  planning.  Memphis  already 
uses  Harland  Simon’s  Prima  totalizer,  and 
The  Orlando  (Ra.)  Sentinel  bought  the  sys¬ 
tem  to  monitor  its  copy  flow  from  the  fold¬ 
er.  Collected  real-time  production  status 
data  is  displayed  at  quiet  room  and  produc¬ 
tion  office  workstations  for  product  coor¬ 
dination  on  one  or  more  presses.  The 
system  interfaces  with  delivery  stream  laser 
counters  and  stacker  and  bundle  counters. 
The  Windows  NT-based  system  can  auto¬ 
matically  generate  summary  reports  and 
includes  tools  to  customize  reports. 

Earlier,  Harland  Simon  was  engaged  to 
install  Prima  4000  press  controls  (including 
presetting  from  RIP  data,  impositioning 
and  provision  for  electronic  data  inter¬ 
change  and  radio  frequency  roll  tagging  for 
newsprint)  and  shaftless  drives  on  exten¬ 
sions  to  a  press  for  Yorkshire  Post  News¬ 
papers  and  upgraded  and  extended  press 
controls  and  shaftless  drives  at  Liverpool 
Daily  Post  &  Echo  Ltd.,  both  in  Britain,  and 
two-desk  centralized  Prima  3000  press  con¬ 
trols  (including  new  inker  and  dampener 
controls,  tracking  and  on-screen  proofing) 
for  Examiner  Publications,  Cork,  Ireland. 

TKS  (U.S.A.)  Inc.,  Richardson,  Texas, 
sold  276  TKS  digital  ink  pumps  for  69  cou- 
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pies  of  Goss  Metroliner  presses  at  the 
Austin  (Texas)  American-Statesman,  which 
had  been  site-testing  several  manufacturers’ 
pumps.  The  new  pumps  are  to  be  installed 
next  summer  on  three  presses. 

Post-press 

Domino  Amjet  Inc..  Gurnee.  Ill.,  sold  its 
Glen  Carbon,  Ill.,  land,  factory,  and  ma¬ 
chinery  to  locally  based  FASTechnology 
Group  Inc.,  which  becomes  Domino’s  only 


supplier  of  Domino-designed  finishing  and 
binding  systems  controllers.  Domino  con¬ 
tinues  to  employ  the  Field  Operations 
Group,  responsible  for  installation,  training, 
and  support. 

Domino  also  acquired  a  controlling  in¬ 
terest  in  Graph-Tech,  a  Swiss  developer  and 
manufacturer  of  in-line  and  off-line  finish¬ 
ing  and  bindery  controllers  that  will  design 
and  develop  future  Domino  control  prod¬ 
ucts  under  Domino’s  direction. 


66th  NATIONAL  HEADLINERI 

AWARDS 


Deadline  for  Entry 

Jan.  14,  2000 


Writing  -  Reporting  -  TV  &  Radio 
Photography  -  Graphics 

The  National  Headliner  Awards  is  one  of  the  oldest 
and  largest  annual  contests  recognizing  journalistic 
merit  in  the  communications  industry. 

Our  66th  annual  competition,  to  be  judged  by  a 
distinguished  panel  of  professional  journalists  and 
broadcasters,  is  open  to  all  material  published  or 
broadcast  between  January  1,  1999  and 
December  31,  1999 
Deadline  for  entry  is  January  14,  2000. 

Nomination  forms  and  category 
descriptions  may  be  obtained  from: 

Michael  R.  Schurman 
National  Headliner  Awards 
226  Mr.  Vernon  Avenue 
Post  Office  Box  239 
Northfield,  New  Jersey  08225-0239 
phone:  609-646-8896  •  fax:  609-646-8826 

http://www.pressplus.com/headliners 


For  a  recap  of  the  1 999  National  Headliner 
Awards  and  information  on  nominations  for  the 
2000  awards,  visit  the  Headliner  web  page  at 

http://vyrww.pressplus.com/headliners 
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Good  walls  make 

good  neighbors 

By  Craig  Klugman 


If  any  good  is  to  come  out  of  the 

calamity  at  the  Los  Angeles  Times,  it  could 
be  this:  business-side  executives  may  real¬ 
ize  that  there  is  a  reason  for  the  walls. 

Those  would  be  the  walls  that  publish¬ 
ers,  general  managers,  marketers,  adver¬ 
tising  chiefs,  and,  indeed,  some  editors 
want  to  —  choose  your  own  two-word 
verb  phrase  —  blow  up,  knock  down,  or 
rip  out.  Perhaps  what  happened  at  the  L.A. 
Times  makes  the  point  that  tearing  them 
down  isn’t  such  a  good  idea. 

L.A.  Times  executives  should 
think  long  and  hard  about 
something  else.  The  only 
truly  honorable  actions  in  this 
whole  affair  were  those  of  the 
newsroom  and  its  supporters, 
notably  Otis  Chandler,  the 
paper’s  former  publisher. 

It  is,  after  all,  the  news¬ 
room  that  demanded  and  got 
a  reportorial  investigation 
into  how  the  L.A.  Times, 
almost  incredibly,  decided  to  share 
profits  from  a  special  magazine  sec¬ 
tion  with  the  new  Staples  Center.  It  is  the 
newsroom  that  reported  honestly  and 
directly  what  the  fuss  was  all  about. 

And  in  any  case,  L.A.  Times  executives 
are  still  not  off  the  hook.  The  current  pub¬ 
lisher’s  promises  of  seminars  and  guide¬ 
lines  on  ethics  are  a  laughably  lame 
response.  There  are  too  many  issues  left. 

Can  anyone  really  accept  it  when  the 
publisher  of  the  L.A.  Times,  Kathryn  M. 
Downing,  insists  that  she  made  the  mis¬ 
take  because  of  her  “fundamental  misun¬ 
derstanding”  of  editorial  principles? 

Her  “mistake”  was  so  horrendous  and 
so  obvious  that  we  all  should  be  skeptical 
of  anyone  in  a  top  position  who  claims  not 
to  have  grasped  the  basic  problem. 

This  is  not,  I  fear,  a  case  of  bonehead 


business-side  bosses,  but  something  far 
worse.  L.A.  Times  executives  give  away 
the  game  when  they  acknowledge  that  the 
editor  of  the  paper,  Michael  Parks,  did  not 
know  of  the  arrangement  of  sharing  rev¬ 
enue  with  the  Staples  Center  until  the 
magazine  was  published. 

No,  some  executives  had  to  know 
the  company  was  on  treacherous  ground. 
The  L.A.  Times  knocked  down  a  wall 
and,  conveniently,  replaced  it  with  one 
that  allowed  the  business  side  entree 


into  the  newsroom,  yet  kept  the  news¬ 
room  ignorant  of  fundamental  business 
decisions. 

All  the  mea  culpas  will  be  useless 
unless  Downing  and  her  boss,  the  Times 
Mirror  Co.  chairman  and  CEO,  Mark  H. 
Willes  (especially  well-known  for  his 
tear-down-the-walls  talk),  recognize  one 
crucial  truth.  The  culture  they  have  creat¬ 
ed  allows,  perhaps  even  rewards,  sleazy 
deals  that  do  more  damage  than  cloistered 
newsrooms. 

Apparently,  Downing  doesn’t  under¬ 
stand  that  her  response  to  Otis  Chandler’s 
letter  to  the  newsroom  was  more  than 
tactless  and  defensive.  Her  response 
underscored  exactly  what  her  decision 
with  the  Staples  Center  showed:  She 


doesn’t  get  it. 

“Otis  Chandler,”  she  said  of  the  leg¬ 
endary  former  publisher  of  the  L.A.  Times, 
“is  angry  and  bitter,  and  he  is  doing  a 
great  disservice  to  this  paper.” 

Hardly.  Chandler’s  letter  supported  edi¬ 
torial  integrity,  honesty,  and  ethics.  This 
Downing  criticizes?  The  person  who 
insists  that  she  didn’t  grasp  that  sharing 
profits  with  someone  your  paper  covers 
might  be  just  a  tad  problematic? 

Chandler  and  the  newsroom  may  very 
well  have  saved  the  day  for 
all  those  executives,  such  as 
Downing  and  Willes,  who 
swept  into  their  Jobs  with  no 
newspaper  experience  but 
with  confidence  that  they  did¬ 
n’t  need  any.  He  could  not 
have  done  a  greater  service. 

Newspaper  executives 
ought  to  find  another  meta¬ 
phor  for  seeking  cooperation 
between  newsrooms  and  the 
business  side,  besides  those 
hackneyed  walls. 

But  if  we  must  keep  the  walls 
metaphorically,  we  should  also  keep  them 
standing  in  our  day-to-day  business  work¬ 
ings.  We  should,  undoubtedly,  install 
doors,  but  they  should  have  a  lock.  The 
newsroom  is  for  covering  stuff. 

Not  selling  it. 


Craig  Klugman  has  been  editor  «/The 
Journal  Gazette  in  Fort  Wayne,  Ind.,  since 
1982. 
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USA  WEEKEND  readers  recently  learned  that  a  strong  sense  of  spirituality 
may  be  the  new  millennium's  most  powerful  medical  weapon.  Yet  another 
example  of  the  current,  practical  information  that  you  will  find  in  every  issue 
of  USA  WEEKEND.  Stimulating.  Intriguing.  Involving.  Discover  why  more 
newspaper  readers  than  ever  are  turning  to  USA  WEEKEND  magazine. 
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“Since  1993,  we  have  used  Coi>erstory  to  create 
a  localized  weekend  guide  to  help  more  than 
175,000  readers  in  the  Washington  D.C.  area 
decide  how  to  spend  their  weekend  free  time. 
The  product  delivers  overwhelming  reader 
response  from  our  audience  of  suburban 
families  and  committed  ad  supimrt  from  movie 
studios,  resUiuraiiLs  and  entertainment  venues." 
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